


MC-X\—The ideal new work box 
—with Extended Ears and Pri- 
Outs. Bushed clamps for arm- 
ored cable. 24%” deep. 


Wc-B—2%,” deep BX box with 
improved mounting bracket. 
Patented provision for keying 
plaster. Plenty of nail holes 
and gauging points. 


DO-11 — 316” round box, %” 
deep. With stud and bushed 
chimps. Pri-Outs, of course. 


13— 3%” round box (1%” 
deep) on shallow bar hanger. 
Long stud eliminates fixture ex- 
tensions. One-screw  adjust- 
Ment for position of box on bar. 
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Fuses .. Like Bloek 


.. Must Be Right 








[ ,\ USES, like block signals, must function. 

Failure invites disaster, for equipment, 
if not for life in every case. It does not 
pay to take any chances. 


What is its past record? How careful is 
its maker? These are vital questions to ask 
when selecting an essentially simple, little 
device like a fuse. For over 40 years, 
Jefferson (Union) Fuses have been giving 
the unfaltering, accurate protection you 
expect — proven protection. 


WE DO OUR PART 











Jefferson (Union) Fuses are used exclu- 
sively by many leading plants because they 
are so ruggedly built, accurate, and quick 
to renew. 


Jefferson Electric Company 


N oe ° ° Jefferson knife-blade type. Simple—only three 
Bellwood (Suburb of Chicago) Illinois units. Rugged — withstands repeated blowouts. 
Saves time—only one loose end-cap, studs need 
not be removed—only loosened. 


ave RENEWABLE 
JERERSON “ruses 
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E. T. ROWLAND, Editor 
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sMALL OUTSIDE} 


See the Open Space for 

Easy Wiring! A Full 1%" 
Behind the Panel; Ample 
Room at Top and Bottom 


























COMPACT switch mechanism mounted 
A on four studs in an under-average size 
cabinet. It’s small outside—large inside. 
This extra wiring space makes installation 
a simple, easy job—no threading of wires 
—no danger of pinching. Saves time— 
lowers cost. 

To remove switch mechanism—just 
loosen four screws and out it slides. 

Switches have front operation—no space 
required for handle. 

Knockouts on all four sides—and back. 

“Quick make” and “quick break,” com- 
plete interlock and Sauare D Positive 
Pressure Fuse Clips. 

Heating is reduced 60% by positive 
contact pressures. This is assured by the 
use of copper blades, reinforced by resil- 
ient, rust-resisting steel springs. 

Attractive appearance, small 
mounting dimensions, economical 
installation and Square D quality! 


The New Square D Switch 
**50,000” Series 








. . Gives More Space SQUARE D 


ELECTRICAL EQUIPMENT 









... Saves Wiring Time 














What further selling arguments are 
... Lowers Costs ° eeere 
DD needed? Here is a path to “Victory 
.. Improved Contacts— in ’33.” 





Always Cool SQUARE D COMPANY 


SQUARE J] COMPANY 


SWITCH AND PANEL DIVISION 
DETROIT, MICHIGAN, VU. S’A 


BRANCH SALES OFFICES IN ALL PRINCIPAL Cciries 
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Let’s Cash in This Christmas 


HE approaching Christmas season 

promises to be the best in several years 

for wholesalers and retailers of radio, re- 
frigerators, washers, ironers and other elec- 
trical labor savers and conveniences. 

For the past four years, thousands of 
potential purchasers have been out of work. 
Other thousands, haunted by the fear of los- 
ing their jobs, have been conserving their 
resources and limiting their purchases to 
the barest of necessities. 

Now all this has changed. Under the 
“New Deal” confidence has returned. This 
return of confidence has already caused the 
public to loosen its purse strings. It will 
loosen them still further as the hundreds of 
industry codes become effective and more 
men and women return to their jobs. We 
cannot, however, expect to reach a stage of 
prosperity this year which will lead to the 
purchase of extravagant luxuries for Christ- 
mas gifts. Christmas purchases will be 
practical purchases, and what could be more 
practical than electrical and radio merchan- 
dise? 

The public will buy first those things 
which it wants most and electrical appli- 
ances and new radio sets stand at the top of 
the want list in thousands of American 
homes. This was shown by a survey made 
last year by Graybar. Electric refrigerators 
led the list of articles that people intended 
to buy first. Automobiles stood second, fol- 
lowed by washing machines, radios, new 
homes, ironers and heating equipment in the 
order named. Recent studies by several 
merchandising organizations have resulted 
in similar reports. 

And now it is happening. People are buy- 
ing again and they are buying appliances 
and radio first of all. This is proven by the 


experiences of electrical dealers within the 
past few weeks. 

The other day, on a Thursday, a woman 
came into a dealer’s store in Louisville and 
bought a washing machine. After 18 
months of idleness her husband had re- 
turned to work on Monday of that week. 
The washer was their first purchase. A 
Kokomo dealer very recently sold a console 
radio to a family where the man had just 
been called back to his job after a lay off of 
three years.. A new radio had been at the 
top of this family’s want list for many 
months. These two incidents are not ex- 
ceptions. They are typical of what is going 
on throughout the length and breadth of 
these United States. 


ITH thousands back on their jobs, 

with other thousands no longer afraid 
of losing their jobs, with prices already ad- 
vanced and with further price increases a 
certainty, the dam which has been holding 
back the demand for new and modern 
radios, refrigerators and other appliances 
has definitely given way—and every day the 
break in this dam is growing wider. 

Thus the next three months offer electri- 
cal and radio wholesalers a genuine sales 
opportunity. Those wholesalers who have 
well rounded lines and aggressive dealer 
outlets, those wholesalers whose salesmen 
have been trained to sell through their deal- 
ers, instead of to them, those wholesalers 
should cash in—and cash in handsomely. 
A Radio and Electrical Christmas lies just 
ahead. 


7. Revcbane, 


EDITOR 
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holesaler Sales Management — 


How to Make It Effective 


Practical ideas and suggestions for helping the wholesalers’ sales manager to in- 
crease sales, decrease expense and build an efficient selling organization, which 
are the result of years of observation and experience in the distributing field 


HIS report covers 
briefly the ideas, gained 


By C. M. BURGESS 


Chairman, Sales Management Sub-committee of the Marketing 


report on internal manage- 
ment will detail the records 


: . Research Committee, National Standard Parts Association; ° 
from questionnaires, President and General Manager, the Burgess-Norton Mfg. Co., to be kept, but of primary 
observation and interviews, Geneva, Ill. importance to the sales de- 


of what can be done by the 

sales manager of a wholesale organization to effectively 
Increase Sales 
Decrease Expense 
Build an Efficient Sales Organization. 

Sales management is divided into several definite sub- 
divisions, each with its own objective. In dealing with 
this subject, I shall consider the typical wholesaler to 
whom this is directed as: 

1. Being a member of his national trade association. 

2. Carrying a complete and adequate inventory. 

3. Large enough to employ at least three salesmen 
in addition to the counter man, and 

4. Covering both city and country or suburban 
territory. 

The main divisions of sales management are: 

. Classification of potential outlets. 

. Organization inside. 

. Advertising. 

. Selection of salesmen. 

Assignment of territory and duties. 

. Complete “coverage” of accounts and prospects. 

Classification of potential outlets, obviously, should 
be by types of customer. The actual grouping will 
depend, of course, upon the field served by the indi- 
vidual wholesaler. 


Shae aod 


Inside Organization 


No sales organization on the outside can function 
»roperly without a smoothly operating inside organiza- 
tion. The best salesman in the territory apparently 
‘‘falls down” if service on his reports and on his orders 
is lacking. Whenever a territory man calls in for some- 
thing special, do it for him even if he is wrong in 
requesting it. Tell him he was wrong and why. Treat 
him in the eyes of his customer as if he is the best sales- 
man in the state. Impress upon the counter man and 
shipping clerk the fact that any sale can be unmade or 
the future business increased dependent upon how they 
handle the customer and the order. 

Sales managers should keep necessary records, but 
not too many. The tendency is to keep more records 
and statistics than are ever used or referred to. The 
ones that are kept should be intelligently used. The 
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partment are: 

1. Record of customer’s purchases by months, by 
major lines. 

2. Prospect follow-up file. 

3. Record of sales per call per salesman, 

4. Record of volume of sales of each major line. 

5. Volume by various classes of accounts. 

Any records other than these in the sales department 

should be kept only after determining that they will be 
used. 


Sales Meetings 


Weekly sales meetings of all possible men should be 
held every Monday morning from 8 to 10. This is a 
much better time than Saturday. If you want to work 
your men Saturday afternoon, have them wait on coun- 
ter or call on the trade. Send them out Monday at 
noon—freshly pepped up. Hold individual salesman’s 
conferences, with the record of purchases from the indi- 
vidual account in each territory, on Saturday afternoon 
once each month per man. 

A sales manager should be fairly familiar with every 
account and every good prospect. 

Sales conferences with manufacturers’ men should be 
held Saturday morning. Such conferences should not 
be oftener than once each month. Only manufacturers 
whose lines are worth special effort should be given this 
opportunity. 

Give each salesman a small desk somewhere in the 
building in which he can keep his papers and use it 
evenings and Saturday afternoons. The investment will 
not be over $5.00 each, and is well worth it. 

Remuneration of salesmen should properly come here, 
but the subject has been covered before by reports and 
statistics and it is a problem of internal management 
and so exceedingly controversial that it is a separate 
subject by itself. 


Advertising 


Very few wholesalers appropriate sufficient funds 
for this important activity and sales help. They expect 
manufacturers to carry in their budget enough for both 
the manufacturer and the wholesaler. The manufacturer 
really does this but the wholesaler has certain expenses, 
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properly classified as advertising, which he cannot avoid. 

Under advertising comes direct mail and postage; 
circulars; price sheets; catalogs; radio; newspaper; 
signs; local magazines and programs; customer meet- 
ings, etc. 

For all of these between three and five per cent of 
the sales should be budgeted. It is as much a part 
of the sales program as calling on the trade. 

Instead of one or two big annual brawls interspersed 
with hit and miss sales clinics of manufacturers, I think 
a monthly educational and instruction program on a 
definite day each month should be held, allowing one 
or two manufacturers to put on their story together 
with some interesting trade information. No refresh- 
ments. No expense. If possible, hold it in the whole- 
saler’s place of business. Fifty men at such meetings 
each month are better than 500 at an annual “fight.” 


Selection of Salesmen 


If possible train your own sales- 
men from the beginning in your 
place of business. 

Bring them up through all the 
steps. If you can’t supply your 
requirements in this way, seek a 
man from amongst your customers. 
Or go outside of your territory and 
take a man from another, not com- 
petitive, wholesaler. Never hire a 
man from a competitor unless the 
competitor approves of your taking 
him because it means an advance in 
position which he cannot look for- 
ward to where he is. More ill feel- 
ing throughout all the trade and no 
permanent good results from hiring 
a man from a competitor. It is done entirely too much 
in this industry. 

Select salesmen for their: 

Intelligence 

Appearance 

Energy 

Health 

Habits 

. Nationality (Try and have this same as majority 
of trade he is to call on.) 

Pay enough, but never too much. Be sure to get a 
man whose home life is tranquil and not disturbing to 
his peace of mind. 


Np ON 


Assignment of Territory 


If an organization is large enough, I believe in 
arranged for specialized contact. I would not have, 
within 25 miles of the store, the same man call on every 
class of trade. Specialized selling will pay big dividends. 
You may think duplication of traveling will be expen- 
sive. No—it costs a wholesaler’s salesman just about so 
much each week—regardless of where he goes outside 
of the city. So I say every sales manager should sort 
out his accounts and his merchandise. 


Duties of Salesmen 


Every salesman should be given a very clear under- 
standing of his duties. In discussing the procedure he 
is to pursue with a certain account next week, be sure 
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he understands every detail and just how you would 
handle the deal under various conditions as they might 
arise, if you were there. Lack of intelligent instructions 
often results in the loss of a customer, and the blame is 
placed on the salesman when more often than not the 
sales manager was at fault. 

No sales manager should give any of his men an 
assignment he cannot do himself if called upon to 
“pinch hit.” 


Complete Coverage 


The real job of a sales manager is to direct, instruct 
and guide his men in all of their activities. To see that 
complete “coverage” of all customers and prospects is 
had. No one can say how many times per month a 
customer or prospect should be called on. Different 
things affect this. The sales manager must fit circum- 
stances to each case. As a general 
rule, however, every account of any 
consequence should be called on at 
least once each week. Prospects 
should be called on as often as nec- 
essary to secure their business but 
not so often as to bore them. 

The telephone is rarely used as 
it should be. In between salesmen’s 
calls, the account or prospect should 
regularly be followed on the phone 
by an individual in the store ap- 
pointed for this purpose. 

Direct mail advertising completes 
the coverage necessary. This should 
be carefully selected, properly 
timed, and mailing lists separated 
and sorted into various classifica- 
tions. Much direct mail effort is 
wasted. If planned ahead and carefully used, it is very 
effective. 

Give every salesman a quota by months that he can 
reasonably reach. When he exceeds it or does a par- 
ticularly good job, praise him. Pat him on the back. 
Too many of us are quick to complain and criticize. 
Not enough time is taken to praise good work. It will 
pay dividends. Try it. More men succeed when praised 
than when “ridden.” 


i oe following summary of replies to a recent ques- 
tionnaire indicates the attitude of wholesalers on sev- 
eral subjects of importance to sales managers. 

Do you regularly mail letters and advertising material 
to your “trade” on a well-defined program of “selling 
your firm’—rather than the manufacturers’ product? 
“Yes,” 81 per cent. “No,” 19 per cent. 

Do you, as the sales manager of your firm, call on 
your customers? “Yes,” 94 per cent. “No,” 6 per cent. 

Do you find the commission, or part commission, or 
salary basis, the best means of corhpensation for your 
salesmen? “Commission,” 50 per cent. “Percentage 
of gross,” 15 per cent. “Salary,” 12 per cent. “Salary 
and commission,” 12 per cent. “Salary and bonus,” 
nine per cent. 

Who pays for expense of operating salesmen’s car? 
“Salesmen,” 65 per cent. “Firm,” 30 per cent. 

Who furnishes the car? “Salesmen,” 72 per cent. 
“Firm,” 16 per cent. “Firm and salesmen,” 12 per cent. 
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The New Way 






to Sell Lighting 


The "Better Light—Better Sight" sales activity, which begins this month, is 
built around a simple "new approach" method of selling "seeing". New Sight 
Meter allows salesmen to demonstrate weaknesses of existing installations 


light. For the past 15 years or so it has been trying 

to sell illumination. Now it is selling “seeing”. 
So long as we sold raw light almost anybody could do 
the selling. The customer was invited to look at the 
light, and if it was a good, bright light he was satisfied. 
When we started to sell illumination, with photometric 
curves and foot-candles and watts per lumen and other 
technical data and phraseology, the job passed from 
salesmen to technical men. Customers couldn’t under- 
stand what it was all about and the 
engineers couldn’t quite explain. 
Now the “new approach” via the 
“seeing” route puts the job back on 
a non-technical plane. Anyone can 
explain about “seeing”, and anyone 
can understand it. 

Only one real danger exists with 
respect to this new and tremendously 
effective approach to lighting sales 
— it is so “disappointingly simple” 
that a lot of lighting men are likely 
to turn it down without a trial. Let’s 
hope that this doesn’t happen. 

This so-called “new approach” 
method of selling home, commercial 
and industrial lighting, is predicated 
upon the use of the Sight Meter, a 
pocket size instrument which not 
only measures light but indicates the 
minimum amount of light needed 
for every “seeing” purpose. 

Every salesman of lighting equip- 
ment will find that this meter 
actually does offer a new sales ap- 
proach. It enables him, for the first 
time, to convince the customer as to 
actual lighting conditions, to show him where he may be 
using light wastefully and where he may be extravagantly 
thrifty. 

This device consists of a Weston photronic cell and 
a foot candle meter enclosed in a compact case. No bat- 
teries are required. While the meter really measures foot- 
candles, this technical term does not appear on the scale 
to confuse the laymian. Instead, the dial indicates the 
proper range of intensities for various uses of light. In 
this way the Sight Meter indicates the minimum amount 
of light for every purpose in the same simple way that the 
ordinary household thermometer indicates healthful tem- 
peratures. 

By using this meter the lighting salesman can quickly 
and convincingly demonstrate to a prospect where his 
present installation is inadequate. There are many ways 
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The New Sight Meter 


in which this can be done. The meter can be used to 
check intensities of artificial light on dull days when 
natural light fails, to indicate when the condition of 
walls and ceiling in a room is retarding proper reflection 
of light, and to show when the customer is paying for 
light without receiving full value because of worn out 
bulbs. Also, it affords an immediate check on the in- 
tensity of light on merchandise displays. 

In short, this pocket meter is a sales tool which every 
salesman of lighting equipment should have with him at 
all times because with it the prospect 
can see for himself the actual con- 
dition of his lighting installation. 

Lighting specialists of the utility 
companies have been using this meter 
for some time in connection with the 
demonstration kit which has been 
developed at Nela Park and which 
was described in last month’s issue 
of ELECTRICAL WHOLESALING. The 
results have been most convincing. 
Not only have wattages been in- 
creased, with a consequent gain in 
current consumption, but sales of 
new fixtures and additional outlets 
have resulted in many cases. 

The following instances have been 
selected from dozens of cases re- 
ported to the lamp manufacturers 
by commercial managers of lighting 
companies. 

“The kit was demonstrated to the 
electrician of an industrial plant. He 
became enthusiastic and insisted that 
the plant superintendent see it. He 
in turn insisted that it be demon- 
strated for the president. All of them 
were surprised at the low reflection factor of the buff, 
glazed, tile brick which had been specified for the labora- 
tory walls especially for the conservation of light. Fur- 
ther tests were made throughout the plant, with the result 
that all 200-watt lamps were changed to 300-watt lamps 
on the spot and additional outlets were ordered.” 

“A most outstanding result accomplished through the 
use of this equipment was the re-lighting of the court 
room of a large county court house. The room was 
originally illuminated by a single fixture. After making 
a demonstration through the assistance of the architect, 
we were successful in having the court room re-lighted 
and equipped with seven new fixtures.” 

“At a men’s furnishing store we were successful in 
getting them to install three additional fixtures together 
with the necessaary wiring. This same store is now 
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being redecorated, also as a direct result of the demonstra- 
tion showing the tremendous loss of lighting through the 
absorption by dirty walls and ceiling.” 

‘‘Many of our customers have been burning bare lamps 
or using lamps too large for the reflector equipment. We 
have succeeded in convincing these customers that re- 
flectors have a decided advantage when used properly. 
Many of them have installed new fixtures, while others 
have replaced fixtures that were too small.” 

October and November are the months of the “BretrEr 
LicgHt—BeETTER SIGHT” activity. Lighting companies 
are putting forth extra sales effort, especially in the home 
and commercial fields. Local electric leagues are direct- 


ing coordinated sales promotional activities built around 
this “new approach” method of selling “seeing”. Of 
course some fixture and lamp business will feed back 
to the wholesaler as a result. 

It is only logical, however, that the utility salesmen will 
first contact the smaller consumers in an effort to bring 
their monthly light bills up to a profitable level. The 
larger commercial and industrial establishments are 
available to the wholesaler for direct solicitation. It has 
been estimated that in 54 per cent of industrial plants, the 
existing lighting equipment is obsolete. Here, then, is a 
vast market which the wholesaler can effectively reach 
by utilizing this “new approach” method of selling. 


Cooperative Effort is Keystone of 
Lighting Sales Drive 


Wholesalers will profit from revived interest in lighting to the 
extent that they actively participate in local programs to promote 
“Better Light—Better Sight" during October and November 


By C. E. GREENWOOD 


Commercial Director, Edison Electric Institute 


broadcast it along the highways and by-ways of 

business—*‘They profit most who serve best.” Just 
now “profit” is music to the ears of everyone and 
especially to the electrical wholesaler. 

It will therefore be of interest to readers of ELEc- 
TRICAL WHOLESALING that, encouraged by the prophetic 
statements of leading economists, and more firmly influ- 
enced by unmistakable signs that we have turned the 
last corner of this calamitous depression, the Sales Com- 
mittee of the Edison Electric Institute concluded the 
time was opportune for rehabilitating the lighting load. 

The inroads of economy by millions of consumers in 
homes, by thousands of merchants in interior and dis- 
play lighting, by factory operators in lowering lighting 
intensities, all trying to save money without measuring 
the true cost, drastically cut down the sale of lighting 
equipment and the revenue obtained from the lighting 
load. 

Now seems to be the time to mobilize interest and 
enthusiasm nationally, in order to inspire and energize 
local electrical groups for local promotional action. The 
keynote of a National Program was sounded by George 
E. Whitwell, chairman of the Sales Committee of the 
Edison Electric Institute, before the convention of that 
Association in June. At its Chicago meeting, October 
and November were set for lighting months. Utilities 
have been urged in a letter from President George B. 
Cortelyou to plan some major lighting program for that 
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period. We go forward under the slogan “BETTER 
LiGHT—BETTER SIGHT” in a program of information 
and education to sell electrical consumers of all classes 
the value of correct illumination and its direct relation- 
ship to better sight, greater efficiency of workers, more 
profit to the merchants. 

A news sheet, Lighting News, is being issued semi- 
monthly by the Lighting Program Committee of which 
M. E. Skinner, assistant vice-president, Niagara Hudson 
Power Corp., Buffalo, is chairman. By arrangement 
with Managing Director E. Donald Tolles, members of 
the National Electrical Wholesalers Association are now 
receiving copies of this publication. 


HE keystone of the program is local cooperative effort 
among all groups interested in the promotion of 
lamps and lighting equipment. The wholesaler occupies 
a pivotal position among these groups. He is interested 
in fixtures, wiring, lamps and other accessories. The 
wholesaler should profit from revived interest in light- 
ing. The local utility will be ready to work with him. 
The codes of the National Recovery Administration 
have emphasized the value of practical cooperation, the 
cooperation that works both ways. And I venture the 
opinion that the wholesalers who profit most will be 
those who tie in with local action, on the basis of con- 
tributing interest and service beyond the usual limit of 
participation. The greater the extent of participation, 
the greater should be the return. 




























The Department Store— 
Major Outlet for Appliances 


The Electrical Merchandising Joint Committee's new report on “Merchandising 
Electrical Appliances" reveals the increased activity of department stores in the ap- 
pliance field, urges closer relations between the retailer, manufacturer and wholesaler 


ITHIN a few years the department store has 
advanced to a position of great importance in 
merchandising electrical appliances. One has 
only to visit department stores and see their electrical 
appliance departments, review recent issues of trade 
magazines, or attend retail trade conventions to recog- 
nize the importance of this change. It is not that de- 
partment stores are new in the field of electrical appli- 
ance merchandising; it is the scale of their present ac- 
tivity. Many factors have been at work to accelerate 
this interest. 
Obviously, efforts 


dicated that manufacturers have elected department 
stores to succeed utilities in merchandising electrical 
appliances. This is based on the assumption that utilities 
have withdrawn from merchandising in some areas and 
have been prohibited from merchandising in others. De- 
partment store sales have in some instances shown an 
increase in the house furnishing department. A part of 
this increase has been attributed to the merchandising 
of appliances in these departments. 

In addition to these factors, the department store pos- 
sesses distinct ad- 
vantages in the 
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center. The many advantages of the department store, 
advantages inherent in the department store as a retail 
institution, contribute to its value as an outlet for elec- 
trical appliances. Everything for the home can be pur- 
chased under one roof. Shopping is facilitated and the 
consumer’s time in the market is conserved. 

Figures of the Electrical Merchandising Joint Com- 
mittee show that with some qualifications, 12 stores 
report a separate electrical appliance department or divi- 
sion, and 14 report that electrical appliances are a part 
of the home furnishing department. One store indicated 
that refrigerators, vacuum cleaners, washers and sewing 
machines were in separate divisions. Another store 
indicated that washers, refrigerators, vacuum cleaners, 
and sewing machines were separate departments ; bridge 
and desk lamps in the lamp department, other electrical 
items in the house furnishing department. Other quali- 
fications include a department for electrical washers, 
radios in the musical instrument department, health 
lamps in the toilet goods department, bridge lamps in 
furniture, vacuum cleaners and sewing machines sepa- 
rate, and other electrical items in home furnishings. 

In an effort to secure a picture of department store 
experience with each individual appliance, the Electrical 
Merchandising Joint Committee secured from a number 
of department stores figures giving total appliance sales 
by dollars and by units, fast selling items and prices, 
and statistics on mark-up, mark-down, and turnover. 
In this manner it is possible to determine the importance 
of the individual item in department store merchandis- 
ing, and to give a summary of the experiences of various 
department stores in selling electrical appliances. (Sev- 
eral pages of the complete report are devoted to detailed 
sales data on individual appliances.) 

The fastest selling items for 1931 and 1932 were re- 
ported by department stores. Among the larger appli- 
ances, the fastest items were, 1, vacuum cleaners; 2, 
washing machines ; 3, sewing machines ; and 4, refriger- 
ators. Among the smaller appliances, including fans 
and clocks, the fastest selling items were irons, waffle 
irons, toasters, fans, and clocks. 

The accompanying table giving best selling prices 
indicates that consumers look to the department store 
for medium and lower priced appliances. They also 
reflect a lowering of prices. For example, the best sell- 
ing price in washing machines ($49.50) is $20 lower 
than the best selling price of washing machines in 1931. 
The best selling price of ironers shows an almost iden- 
tical drop. Refrigerators show a decline from 
$200 to $139.50. Sewing machines and vacuum 
cleaners indicate price declines, as do percolators, 
waffle irons, and toasters. 

The future of department store merchandising 
of electrical appliances may call for changes—a 
new attitude, a new technique, and a willingness 
to depart from tradition. Among some of the 
conditions which must be met to insure a profit- 
able development of the appliance market are: 

1. The development of a technique of merchan- 
dising in harmony with product and market re- 
quirements. This involves the recognition of the 
fact that many electrical appliances demand spe- 





*Abstracted, through the courtesy of the Electrical 
Merchandising Joint Committee, from the committee’s 
report Merchandising Electrical Appliances. 
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cialty merchandising (instead of calico merchandising )— 
specialty selling, a specialized knowledge of products, 
specialized buying, perhaps the development of a special- 
ized electrical appliance department, and a specialized 
knowledge of consumer demands. 

2. The piece-meal selling indicated from time to time 
must be supplemented by a continuous sales promotion. 
Appeals must be geared to consumer demand. Selling 
efforts must consistently place emphasis on appliances. 

3. Although outside selling is a desirable tool, its lim- 
its must be recognized. As compared with previous 
depression periods (which are best for outside selling), 
outside selling is on the decline. It is not as great as it 
was in 1929. However, it may be said that gains in 
outside selling have largely come through sales of elec- 
trical appliances. 

4. There must be a new alignment of market forces 
invoking the aid of utilities, architects, builders, contrac- 
tors, and distributors, both retail and wholesale. Perhaps 
a significant feature of this new alignment will be in the 
development of coordinated merchandising programs. 

5. Merchandising is a continuous process and this im- 
plies a relationship with manufacturers which must be 
sympathetic and understanding, free from objectionable 
contracts and underscored by a selling willingness on the 
part of manufacturers and wholesalers to engage in se- 
lective distribution and to assist their retail distributors. 

6. It must be recognized that we are dealing with 
products calling for service. This emphasizes the neces- 
sity for quality products and for a program of testing 
which will insure consumer satisfaction and protection. 

7. Without doubt the exploitation of this market de- 
mands a reconsideration of the methods of financing con- 
sumers. This problem is not confined to the retail front. 
It may be shifted to finance companies, to manufacturers, 
to wholesalers, or to utilities. 

8. Our merchandisers must gear themselves not only 
to the demands of this market but to the demands of 
marketing today. Many present day merchandisers were 
trained in the expansion era of the ’20’s. Consequently, 
the business tradition developed at that time must be 
radically changed. 

9. The greatest single factor in the development of 
this market is selling. While mindful of the many sales 
manuals, and the sales training efforts of manufacturers 
and trade associations—we have scarcely scratched the 
surface in the development of a sales technique neces- 
sary to promote this market. 





General Electric Kitchen at Hovey's, in Boston, one of the first depart- 
ment stores to install a complete electrical appliance department 
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Should Radio Tubes be Consigned? 


Survey by "Electrical Wholesaling" indicates that, while gen- 
erally opposing tube consignments to dealers, distributors dis- 
agree on the desirability of consigning tubes to wholesalers 





Why Some Wholesalers Favor Tube Consignments 





‘We have been handling tubes on consignment for 
one year and, in our opinion, it is the only way to pro- 
tect the wholesaler and dealer from changes in design.” 

“Will increase tube sales that are not made now 
because dealer does not have tubes in stock.” 

“Tubes should be consigned to the wholesaler because 
of the large number of types and rapid changes.” 

“Losses on obsolete tubes revert to the manufac- 
turer.” 

“Resale prices can be controlled and dealers can 
carry stocks without fear of loss on price declines.” 

“Mazda lamps cleanest and most profitable line.” 


“Both wholesaler and dealer will have more com- 
plete stocks and render better service.” 

“Prices can be maintained.” 

“Tubes are not profitable to the wholesaler unless 
consigned because of slow turnover due to the larger 
number of new tubes and to frequent price changes.” 

“The great number of types makes it impossible 
for the wholesaler to carry complete stocks and, at 
the same time, obtain an adequate turnover.” 

“A complete tube stock requires too large an invest- 
ment for the wholesaler.” 

“We believe it to be the only practical way for the 
dealer to maintain his margin of profit.” 


’ 


“Closer check on all stocks, and price protection.’ 

“The price structure can be maintained only through 
consignment.” 

“Provides for compensation according to perform- 
ance, also price maintenance.” 

“Permits complete stocking of line by wholesaler.” 

“Would control resale.” 

“Think price control to distributor good with less 
general distribution.” 

“Consignment to wholesaler would increase sales for 
both manufacturer and wholesaler. Dealer consign- 
ment would be impossible to control.” 

“Better control of resale.” 

“Prices and specifications of tubes changing too 
rapidly for purchase.” 

“Protects both distributor and dealer from losses 
due to price declines.” 

“It makes for a settled trade condition.” 

“This seems to be the only way to obtain price main- 
tenance.” 

“Knowing he is protected on price, dealer will put 
more effort behind sales and materially increase vol- 
ume.” 

“Dealers would carry a more complete stock of 
sizes. Would also help dealers financially at this time.” 





Why Other Wholesalers 


Oppose Tube Consignments 





“Costs manufacturer and wholesaler too much to 
handle the accounts.” 


“Consignment defeats its purpose by removing a 
large part of the selling incentive.” 


“Too much credit risk.” 

“Never satisfactory.” 

“Consigned stocks do not move.” 
“Too much detail—credit situation.” 


“The margin provided the wholesaler is not suffi- 
cient to meet the cost of keeping the necessary rec- 
ords.” 


“Encourages competition from those without cap- 
ital.” 


“Too much extra work and credit trouble.” 
“Inventory records impractical, also many abuses by 
dealers on consigned tube stocks.” 
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“Would tend to increase the number of both whole- 
saler and retailer outlets” 


“The ‘gyps’ will consign to the dealer.” 

“Too many small dealers makes it impractical.” 

“No investment — no responsibility — no real sales 
effort.” 


“Too expensive to keep all necessary records. Would 
not confine tube sales to regular channels.” 


“Intensifies competition, usually from sources hav- 
ing no definite price or sales policy.” 


“Too much red tape and replacement loss.” 
“Does not help sale of tubes.” 
“Badly abused.” 


“When a dealer has his money invested in any item 
he will endeavor to sell more of that item.” 
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Pirrssurci sets record with biggest 
dealer mass meeting of the Radio Prosperity 
Campaign. Local committees in dozens of 
cities plan to follow through on Radio Prog- 
ress Week with selling drives during October 





RADIO PROGRESS WEEK 
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Radio is Rolling Once More 


indications, will go down in history as the mile- 
stone which marks the New Prosperity in the 
radio industry. 

As Campaign Director Whitehorne points out: “There 
is an interesting thing taking place right now in the 
American home. East and west and south it is happen- 
ing in many millions of households. But not much is 
being said about it, because each family is keeping it 
quiet. They are not quite sure that it is the thing to do, 
but they want to do it and they are doing it, nevertheless. 

“In plain words, they are just tired of saving. And 
they are beginning to take the money that they have been 
keeping for so long to protect their security during the 
hard times and are spending it for some of the good 
things of life that they have been wanting and have de- 
nied themselves. 

“So all over the country, in countless households, John 
and Mary are discussing this intimate family problem. 
‘Shall we spend this money now? What shall we buy? 
Shall it be that new automobile we have been talking 
about — or an electric refrigerator — or an oil burner — 
or furniture— or new clothes— or shall we take that 
long deferred vacation trip? Or shall it be a new radio?’ 
And as a result there are more shiny new cars on the 
street than ever before and the sales of refrigerators in 
May and June were larger than in any other two months 
in the history of that industry. For the people of America 
have made up their minds that the depression is over and 
good times are now returning. They have lifted their 
eyes from those four years of sweat and tears and are 
watching the sun come over the mountain.” 

To tune in with all this, the radio industry has organized 
to tell its story in a way that will reach millions of Johns 
and Marys throughout the length and breath of this great 
country. 

A smashing solid week of feature broadcasts over the 
three big networks, presenting national personalities, 
popular stars of opera, stage, screen and air-famous 
orchestras and dramatic presentations, world series base- 


AR “se PROGRESS WEEK, from all present 


OCTOBER, 1933 


ball and varsity football, addresses by President Roosevelt 
and Cardinal Hayes, Damrosch and the Philharmonic 
concerts, a spectacular all-star revue reflecting the scope, 
variety and richness of modern broadcasting, combining 
laughter, melody, romance, drama, religion, knowledge, 
public affairs, news, sports, in a brilliant panorama of en- 
tertainment and information. 

And, in consequence, a new conception in the minds of 
this nation’s 17 million owners of radio sets that radio 
broadcasting is truly one of the marvels of our age, that 
it brings to them cultural riches and resources for the 
enjoyment and enrichment of life such as no other age 
ever dreamed of, that laughter, romance, drama, knowl- 
edge, news and sports, all these, come floating into their 
homes over the air and — most important of all — that 
because they have been neglecting their radio sets and 
allowing them to get into bad condition, much of the en- 
joyment of radio has been spoiled for them. 


bonds has public appreciation of radio been stimulated 
during Radio Progress Week. Thus has a desire for 
modern receivers been planted in the minds of seven 
million owners of obsolete sets. Thus have the owners 
of millions of newer sets been awakened to the fact that 
their sets are not functioning properly, that their sets 
need new tubes and a general checking over if they are 
to fully enjoy the delights of radio. 

To further stimulate this new desire for the best and 
newest in radio receivers, manufacturers have followed 
the example of the automobile industry. They have in- 
troduced a new and modern tone, a strikingly different 
design, in their new models. 

Thousands of prospective buyers have viewed these 
sets at the Electric and Radio Expositions held in New 
York, Philadelphia, St. Louis, Kansas City, Minneapolis, 
Milwaukee, Buffalo, Columbus, and other cities during 
September and early October. 

All that remains then, to keep radio “rolling” is hard- 
hitting selling by the distributor’s salesman—selling not 
to his dealers, but through them. 











Locating Fertile Prospects 


How a wholesaler's salesman applied the fundamental principles of "The Jobber's 
Salesman Plan" for market determination and development to his own territory 


been connected as a salesman 

with a wide-awake independ- 
ent electrical wholesaler oper- 
ating a number of branches throughout eastern Massa- 
chusetts. When I first went to work with this com- 
pany I started out with high hopes. The firm’s reputa- 
tion combined with my previous sales experience would, 
I believed, enable me to set the world on fire. It was 
not until I made several calls that I woke up to the 
fact that selling for an electrical whole- 
saler is a regular he-man’s job. 

After I had been out only a few 
days my sales manager asked if I had 
secured any orders. I told him “yes,” 
I had received two from one firm— 
“to get out and stay out.” TI shall 
never forget that experience and my 
anger at the man upon whom I called. 
A few weeks later, however, this same 
man gave me several orders. This 
time they were genuine orders, al- 
though the purchaser did claim that I 
used some psychology on him. As a 
matter of fact I did not because I can 
clearly recall that when I started the 
interview I was at a total loss to know 
how to approach him after my previous experience. 

It wasn’t long after starting on my new job before 
I decided to make a systematic survey of my prospects. 
I found that I could obtain best results by arranging a 
sales plan. This plan was very simple. It merely con- 
sisted of locating my most fertile prospects and then 
determining what particular lines they could most readily 
be sold. 

Department stores, I found, offered me my most 
fertile field. They are constantly changing over their 
various departments and in doing so require considerable 
quantities of special reflectors, lamps, wire, switches and 
other items. My next best prospects were the hotels. 
Here the repeat business was considerable, although the 
orders were small. Then I tried the railroad and steam- 
ship companies because they buy a fair amount of elec- 
trical equipment for their maintenance departments. I 
contacted their purchasing agents regularly and found 
that it paid me well. 

Next I approached the theatres as they are always in 
the market for certain kinds of material’ such as pro- 
jectors, lamps, switches, wire and other items. 

The larger stores and theatres I called on every day, 
the smaller ones and the hotels once a week. I always 
made it a point to see that our catalogs were on hand 
tor their convenience. This I found to be important 
because when these types of customers need something 


Fi: the past two years I have 
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By C. FRANKLIN FARGO 


Salesman, Sager Electrical Supply Co., 
Boston, Mass. 





C. Franklin Fargo 


they usually want it in a hurry. 
They follow the line of least re- 
sistance and refer to the handiest 
catalog. 

The next best accounts were the industrial buildings. 
They spend much capital on motors, wire, lamps and 
other electrical equipment. I found it well worth while 
to make a special effort to obtain lamp contracts from 
these industrials. These contracts afford the wholesaler’s 
salesman the finest kind of repeat business. 

Another fertile field is the hardware 
store, These merchants are now do- 
ing a considerable amount of electrical 
business. Just at the present time 
their repeat business is increasing, and 
it should increase much faster as gen- 
eral business conditions improve. 

Of course, the electrical contractor 
is usually a good prospect. When 
things are normal the contractors 
alone will keep a salesman more than 
busy. While they are inactive, how- 
ever, we constantly keep in touch 
with them, showing them all the new- 
est devices and thus holding up their 
interest in both our lines and our 
house. 

Probably the greatest problem of the electrical 
wholesaler’s salesman is to hold his following. Com- 
petition is terribly keen, especially in these times. In 
this connection, I am always reminded of a dog with 
a bone. The other fellow finds out that you have it and 
he tries all kinds of schemes to get it himself—either 
with an inferior line of merchandise or by cutting prices 
on merchandise that the buyer needs and then raising 
prices on other items in order to even up his profit. 


HILE competition is the “cream of the earth,” 
also “discretion is the better part of valor.” When 
you deliberately set out and cut prices, you lose your 
individuality—you become nothing but a peddler. It is 
certainly encouraging to feel that under the N. R. A., 
this form of competition is definitely on the way out. 
In my daily contacts I endeavor to hold all my old 
accounts and to add new ones whenever possible. The 
old saying is that when you lose one you gain two 
cthers, but it does not always work out in practice. It 
requires steady, energetic work to make a success of 
selling in the electrical supply field. The fellow who 
lays down is lost. 

I, for one, believe that the outlook for the electrical 
wholesaler and his salesmen is definitely on the upward 
trend. We must work hard to get there, however, so 
“Let’s Go!—for ‘Victory In 733’”. 
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By ANDREW G. OREAR 


Sales Engineer, Los Angeles, Calif. 


164 Places to Sell Ventilation 





Markets 


Types of Prospects 


Sales Appeals 





Domestic 


Homes-—Apartments—Apartment Hotels 


Comfort 
Saving on Decoration 
More Desirable Rentals 





Business and 


Offices — Banks — Loan Offices — Insurance — Stock Exchanges — Real 
Estate Tract Offices—Public Utility Offices—Clinics, Dentists and Doc- 





Professional tors—Telegraph and Telephone Business Offices 
q Railway Coaches—Busses—Commercial Boats—Rail, Bus, and Airway 
Transportation Passenger Stations 


Customer Goodwill 


Increased Efficiency 
of Employes 





Personal Service 


Barber Shops—Beauty Parlors—Turkish and Mineral Baths—Massage— 
Chiropodists—Shoe Repairs—Shining Parlors—Pressing and Tailor Shops 
—Hat Cleaners—Photograph Studios 





Recreational 


Theatres—Ball Rooms—Assembly Halls—Clubs—Banquet Halls—Bil- 
liard and Pool Halls—Dancing Schools—Music Halls—Skating Rinks— 
Amusement Arcades—Shooting Galleries-—Broadcasting Studios—Read- 
ing Rooms 


More Frequent 
Patronage 


Customer Goodwill 





Food and 
Beverages 


Restaurants and Lunch Rooms—Hotels—Food Shops and Delicatessens 
—Dairy Shops—Candy Stores—Refreshment Parlors—Bakery Stores— 
Butcher Shops—Food Markets 





Mercantile 


Drug Stores—Department Stores—Millinery Dress Shops—Jewelry Stores 
Music and Radio—Clothing and Shoes—5 and 10c Stores—Furniture— 
Novelty Shoos—Fur Shops—Dry Goods—Stationery Stores—Book Shops 


Increase Value of 
Purchases 


Customer Goodwill 





Institutional 


(Non-profit) 


Schools—Colleges—Hospitals — Churches — Libraries — Lodge Halls— 
Undertaking Chapels—Private Clubs—Museums—Art Galleries—Public 
Buildings—Zoos—Aquariums—Sanitariums—Asylums—Prisons 


Comfort and 
Public Health 





Industrial 


Factories — Candy — Macaroni and Spaghetti — Bakeries — Flour and 
Cereal Mills—Coffee Roasters—Meat and Food Packers—Canneries— 
Sausage and Casing Plants—Bottling Works and Breweries—Wineries— 
Soap Works—Cigar Factories—Cold Storage—Paper Mills—Drying— 
Film Developing—Cement Mills—Brick and Tile Works—Potteries and 
China Works—Blue Printing Plants—Printing and Newspaper Plants— 
Photo Engraving—Felt Works—Textile—Shoes and Clothing—Chemical 
Works—Rubber and Tire Factories—Laundries—Foundries—Steel Mills 
—Smelters—Mines—Welding Shops—Polishing and Plating—Die Cast- 
ing and Stamping—Glass Works—Furniture and-Woodworking—Paint 
and Varnish—Dyers and Cleaners—Rug and Curtain Cleaners—Moth- 
proofing and Sterilizing—Storage Battery Factories—Tanners and Hide 
Storage—Millinery Factories—Motion Picture Studios—Warehouses— 
Automobile Factories and Service Plants 


Health and 
Higher Efficiency 
of Employes 


Safety Code 
and Underwriter 
Requirements 





Farm Products 


Dairies—Creameries—Dairy Barns—Hatcheries and Brooders—Smoke 
Houses—Bee Products—Citrus and Apple Packing—Walnut and Pecan 
De-hydrators—Fruit Drying—Egg Processers—Milk Drying—Beet Sugar 
Factories 


Reduced Spoilage 





Utilities 


Sub-Stations and Transformer Vaults—Switching Rooms—Telephone 
Operator Rooms and Automatic Switching—Storage Battery Rooms— 
Broadcasting Stations—Pumping Plants—Sewage Disposal Plants—Sewer 
Vaults and Pumps—Telephone Booths—Public Comfort Stations 


Utility 
Requirements 


Safety 





Manufacturer's 


Equipment 


Citrus Fruit and Apple Washers—Egg Washers—Potato Washers— 
Doughnut Machines — Bakery Machinery — Shoe Machinery — Curtain 
Dryers—Rug Dryers—Paint Spray Booths—Enameling and Baking Ovens 
—Box Making Machines—Printing Machinery and Ink Dryers—Laundry 
and Dry Cleaning Equipment—Blue Printing Machines and Film Dryers 


Economy 
and 
Higher Efficiency 
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Formerly Gre Jobber'’s Salesman 





E. T. ROWLAND, Editor 


A Program for 
“VICTORY in '33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


Support 
the R.W.A. 


T the Buffalo convention L. E, Latham, chairman 

of N. E. W. A’s. Radio Committee, pointed out 

the excellent work done by the Radio Wholesalers Asso- 

ciation in drafting its “Code for the Distributive 

Branches of the Radio Industry.” He further showed 

that the N. E. W. A. was not, and could not be expected 
to be, truly representative of the radio field. 

The R. W. A. is now exclusively radio. It is no 

longer concerned in any way with refrigeration, ap- 


pliances or any other commodity, except radio. There 
is no conflict between it and the N. E. W. A. 

Under the leadership of Benjamin Gross, chairman 
of its Code Committee, the revived R. W. A. has made 
a most enviable record during recent weeks. Following 
a preliminary hearing at Washington, its Code has al- 
ready been revised to conform to the suggestions of the 
Deputy Administrator and has been re-submitted to the 
N.R. A. Like the N. E. W. A. Code, it has been trans- 
ferred from Deputy Administrator Allen to Deputy 
Administrator Whiteside. Present indications are that 
it will be assigned to a final hearing ahead of the Elec- 
trical Wholesaling Code. 

The R. W. A. has also anticipated the enforcement 
of its Code. It has sponsored the formation of local 
associations of distributors and dealers under its affiliated 
National Federation of Radio Associations. Practi- 
cally the entire states of Connecticut, Michigan, Wis- 
consin, Minnesota and Missouri are already thus or- 
ganized, together with metropolitan New York, Albany, 
Rochester, Buffalo, Cleveland, Columbus, - Louisville, 
Lexington, Ky., Omaha, Lincoln, Denver, Portland, 
Ore., Seattle, San Francisco and Los Angeles. About 
50 of these local associations are already set up and are 
drafting their own sub-codes as provided for in the 
R. W. A. Code. 

The R. W. A. now represents better than 60 per cent, 
by volume, of the radio wholesaling industry, as against 
perhaps a 25 per cent representation for the N. E. W. A. 
The R. W. A. seeks to become 90 per cent representa- 
tive. To reach this goal it needs the support of every 
electrical wholesaler who sells radio. 

With but few exceptions, one of whom is Mr. 
Latham’s own company, N. E. W. A. members have 
not as yet come forward and also joined the R. W. A. 

This attitude appears to us most inconsistent. Why 
should electrical wholesalers, who displayed such a 
splendid spirit of cooperation at Buffalo, fail to display 
the same spirit when it comes to radio and the R. W. A? 
Do they expect to become even less of a factor in the 
radio field as time goes on? We hesitate to believe this, 
in spite of the indications. 

The R. W. A. has the complete support of the Radio 
Manufacturers Association. Its Code is tailor made 
for the radio industry, both distributors and dealers. 
It conflicts in no way with the N. E. W. A. Code. 


Radio sales are picking up. Radio promises to become 
of increasing importance to the electrical wholesaler. 
In failing to join the R. W. A. he is not only depriving 
that organization of the support which, on its own 
record, it so richly deserves, but he is also neglecting 
his opportunity to contribute to the stabilization of the 
radio industry under the Blue Eagle. 

If a wholesaler sells electrical lines, he belongs in 
N. E. W. A. If he sells radio, either sets or tubes, he 
belongs in R. W. A. If he sells both electrical goods 
and radio, he belongs in both Associations. 
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Lamp Renewals 


Under the N.R.A. 


HOLESALERS and dealers in Boston, Hartford, 
Detroit, Chicago, northern Illinois, Milwaukee, 

St. Louis and other cities are suffering from an unfair 
practice of their utility companies — that of either giv- 
ing free lamp renewals or of selling lamps at cut prices. 

Both the Chicago and the Northeastern Electrical 
Wholesalers Associations have passed resolutions con- 
demning the lamp renewal policies of the Commonwealth 
and Boston Edison Companies and have solicited the 
support of the N. E. W. A. in an effort to have this 
unfair trade practice prohibited under the N. R. A. 

Although discussed at the Buffalo convention of the 
N. E. W. A. this subject was not brought up for a vote, 
presumably at the request of the national houses. It 
is easy to understand the unwillingness of these groups 
to openly oppose the utilities. In the case of two of 
them such action might place their parent manufacturing 
organizations, whose sales are largely to the utilities, in 
an embarrassing position. In the case of the third 
group, its own sales to utilities run into considerable 
volume and might be jeopardized. 

It was suggested at Buffalo that the problem could 
best be handled locally as had been done throughout 
New York State and in Philadelphia. Unfortunately 
this method has already been tried and found wanting. 
The viewpoint of the Insull-trained utility heads in 
Chicago, for example, is quite different from that of 
Mr. Carlisle and his associates in New York. The 
utility attitude in Detroit and Hartford is very different 
from that in Cleveland and Philadelphia. 

The number of cities suffering from free lamp re- 
newals is large enough to justify national action. Further- 
more, these renewals should unquestionably be prohib- 
ited as an unfair trade practice under the proper code. 

From present indications, the merchandising activities 
of the utilities will come under the Retail Code. They 
will have to conform to the provisions of that code the 
same as any other dealer. 

The basic Retail Code for all industries is now under- 
going revision at Washington. If lamp renewals could 
be specifically cited as an unfair trade practice under 
this basic code, or under one of its sub-codes which may 
be drawn later, this vexing problem would be solved in 
spite of any unwillingness on the part of the utilities 
concerned to cooperate. 

To accomplish this requires the aggressive support of 
national associations of retailers. The department, 
hardware and furniture stores each have strong repre- 
sentative national organizations. Like the electrical 
wholesalers their members are prevented from develop- 
ing a normal lamp volume in the cities involved. Unlike 
the electrical wholesalers, however, their members have 
no utility business to protect. Furthermore, the spon- 
sorship of the Electrical Merchandising Joint Com- 
mittee by these three trade groups is evidence of their 
keen interest in the sale of electrical goods. 
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For these reasons an aggressive campaign by electrical 
wholesalers in the cities concerned to enlist the active 
support of local members of the National Retail Dry 
Goods Association, the National Retail Hardware Asso- 
ciation and the National Retail Furniture Association, 
combined with resolutions addressed to the managing 
directors of these Associations and to A. D. Whiteside, 
deputy administrator in charge of the Retail Code at 
Washington would appear to give promise of obtaining 
some definite action. 
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Poughkeepsie 
Gets Results 


EADERS of ELectricaL WHOLESALING are familiar 

with the so-called “Poughkeepsie Plan” of coopera- 

tive merchandising as worked out and put into effect by 
the Central Hudson Gas & Electric Corp. 

This progressive utility has done no merchandising 
for almost three years. It has, however, continued to 
aggressively promote the use of electricity among its 
consumers. Its promotional activities have extended in 
many directions. The company assists architects and 
builders with their electrical specifications. It maintains 
territorial supervisors who work directly with dealers. 
Its home service demonstrators follow up every major 
appliance sold by a dealer. The appliances on display 
in its showrooms are all consigned by dealers and carry 
the dealer’s name. It has developed a plan whereby 
complete electrical equipment for a home may be pur- 
chased at one time and paid for on a monthly basis. 

Most important of all, the utility is financing dealers’ 
installment sales at a low rate of interest and without 
recourse to the dealer. Repossessions have been negli- 
gible and the utility has actually shown a small profit 
from its financing operations. 

Because of this cooperative policy on the part of the 
utility, the best merchants in the Central Hudson terri- 
tory have taken renewed interest in appliance merchan- 
dising. These include department and furniture stores, 
as well as electrical dealers. As a result of the Pough- 
keepsie Plan these dealers and their wholesalers are sell- 
ing more appliances than ever before and the utility has 
increased its current consumption per domestic meter 
until it now stands six points above the national average. 

Electrical World, in a seven page article in its August 
12th issue, describes in detail the results obtained under 
this plan and ascribes its success very largely to the fact 
that the utility handles dealers’ paper without recourse. 

We recommend this article to the careful study of 
those wholesalers who are striving to bring about im- 
proved merchandising conditions and better utility rela- 
tions in their own territories. It would appear that 
any utility, if it makes a sincere effort, could suc- 
cessfully adopt the sound principles of the Pough- 
keepsie Plan to the mutual advantage of wholesalers. 
dealers and the utility itself. 
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Why a Salesman Wanted 
to Switch Jobs 
By DAVID R. OSBORNE 


A salesman was recently overheard 
making application for a job with a 
certain refrigerator distributor in upper 
New York state. 

At that time the salesman was still 
employed by a competitor and the sales 
manager for the distributor asked him 
why he wanted to leave a job in which 
he was apparently pretty well estab- 
lished. 

The salesman’s answer was enlight- 
ening. 

“Well, I'll tell you,” he said. “I 
couldn’t ask for any fairer people to 
work for and their compensation plan 
is satisfactory. Furthermore, they have 
a good product. 

“The trouble is, however, that they 
simply turn a salesman loose and tell 
him to go to it—and that’s about all 
there is to the sales management.” 

Further questioning brought out the 
fact that this salesman had _ heard 
something of the man to whom he was 
applying, and he felt that his produc- 
tion would be more certain and more 
uniform under such guidance. 

No doubt, the salesman had also ob- 
served that the product he sought to 
sell was on a rising market, and he 
could not help but feel that this also 
would help his production, but that 
sales manager’s reputation for doing a 
real job of directing and training 
was really the deciding factor in at- 
tracting not only this salesman but sev- 
eral others to his organization. 

That competitor was apparently a 
pleasant enough person to work for, 
but what he lacked was the means of 
winning the confidence and respect of 


his salesmen, as well as their liking. 


The enlightened salesman rightly 
considers intelligent and firm manage- 
ment (“making me make money,” as 
one of them put it) as a very real and 
very important part of his compensa- 
tion. 
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The Wholesaler's Margins 
Must Be Based on His Costs 
By H. T. BAITINGER 


President, Baitinger Electric Co. 
New York City 


Business at last is using retrospec- 
tion and diagnosis and is becoming 
sane. We find upon investigation that 
our habit of placing the blame for our 
troubles on our competitors, other com- 
peting trades, the bankers and foreign 
countries is all wrong. We now ac- 
knowledge that the fault is with each 
and every one of us ourselves. We 
have been like the sick man who blames 
his food, the conditions at his place of 
business or some other cause for his 
ailments and finally after coming to his 
senses realizes the true facts and ad- 
mits his illness is due to his own abuse 
of his body, the indulgence in excesses 
of food or drink, irregular meal peri- 
ods, insufficient rest and sleep, etc. So 
in business today we realize that our 
ailments are due to ignorance in the 
conduct of our business, inattention to 
the same, lack of knowledge of our 
products, and our incapability of pre- 
senting a proper sales talk which gives 
the details and advantages of the mod- 
ern equipment which supplants the ob- 
solete and inefficient equipment of the 
past. 

Some institutions realized these facts 
immediately and took steps to rectify 








Saladine Tells One: In this informal group “Jack” Saladine, manager of dis- 
tributor sales for the Arrow-Hart & Hegeman Co., is recounting a humorous 
incident to R. G. Powers and G. W. Henzel of the Electric Supply & Equipment 
Co. of Albany, N. Y. On the extreme right is G. R. Wentworth, Arrow-Hart 
& Hegeman’s New York State representative. 


them. They are the ones who are in 
the lead today. Others have been like 
the ostrich which buries its head in the 
sand so that it cannot see. These in- 
stitutions, during the past year, have 
again seen the light, so now we should 
at last get under way again. 

As an indication of these facts we 
have but to refer to the industry gath- 
erings of the utilities, the house fur- 
nishing trades, and the department 
stores. Nete the subjects up for dis- 
cussion and the gist of the talks by 
the leaders of these industries. They 
all admit their own _ shortcomings. 
They mention their extensive advertis- 
ing to get customers to their place of 
business and then acknowledge their 
inefficiency, inattention, inability and 
ignorance and lack of sales ability in 
making the most of their opportunity 
to take care of them when once within 
their establishments. 

Manufacturers more than ever here- 
tofore are realizing that distribution 
from manufacturer to wholesaler to 
dealer to consumer is the best and the 
most economical method for most in- 
dustries. The manufacturer visualiz- 
ing the cost of missionary work is ar- 
ranging for a greater discount to the 
distributor to recompense him for this 
duty. He realizes that the wholesaler 
can do this at less expense than can his 
own organization. To earn this extra 
discount we distributors must educate 
our sales organizations to take over this 
task so that they may do their sales 
job with a complete knowledge of the 
products. We must conduct classes of 
instruction to teach our men where and 
how the equipment is to be used, how 
it functions, its advantages over other 
equipment past and present. When we 
have a sales organization so equipped 
willing to carry samples and able to 
state the facts in a plain and concise 
way so as to get the story across, we 
will be able to replace the manufac- 
turers’ missionary men. We can then 
go to the manufacturer to request a 
discount or price to enable us to carry 
on this work, to compensate us for this 
effort. 

We are awakening to the fact that 
destructive competition only leads to 
ruin. We require greater cooperation 
and a study of our business functions 
to better our knowledge of these func- 
tions and the cost of performing them. 
In learning these facts we will know 
what overhead is and arrange our 
prices to show us a large enough gross 
profit to cover this cost, depreciation 
and obsolescence and allow us a net 
profit on our investment and to take 
care of losses due to credit risks. 

Let us now digest these facts, set 
our houses in order and so dispel de- 
pression and do our part in bringing 
about “Victory in 733”, 
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August Prize Winners 


$10.00 Prizes 


i | © SF me Ff 


‘ ED EEE ET as Uh Philadelphia, Pa. 
: Le Wa. Taylor. cece eeeeeeeessssanuessssseeee Graybar Electric Co., Columbus, Ohio 
1 Howard Holiday... nF, D. Lawrence Electric Co., Cincinnati, Ohio 
e ss sc ec arcecaanetaciateteacodeiadal H. Poll Electric Supply Co., Toledo, Ohio 
4 TT ne Standard Electric Supply Co., Milwaukee, Wis. 
° I, 8) cacsbivos) oy uu al wan Listenwalter & Gough, Inc., Los Angeles, Calif. 
sh ne ccigs receg Be tcp Westinghouse Electric Supply Co., Chicago, Il. 
y Le Je Gr ccc cece nnneeenenneessstneessesueensssaseeeee crescent Electric Supply Co., Burlington, la. 
r i NS si ea le el le ReQua Electrical Supply Co., Rochester, N. Y. 
‘ George sR GE OL ane LEP Joseph Kurzon, Inc., New York City 
°) H. W. Holtkamp ee or ead F. D. Lawrence Electric Co., Cincinnati, Ohio 
: EE ne EL he A. M. Little Co., Syracuse, N. Y. 
3 I ie NI iis ws eal sda ened tell obs Royal Electric Supply Co., Philadelphia, Pa. 

n CS ERIS LA oa ...Graybar Electric Co., St. Louis, Mo. 

| Te - \eedteasinatin Electric Supply Co., New York City 
s EAN TLE Wetmore-Savage Electric Supply Co., Boston, Mass. 


ee lo ee sccesseneecoesesnsosesessnsecetensnessesesssseseseeeeeeeOseph Kurzon, Inc., New York City 


t 

8) 

n 

S 

$5.00 Prizes 

’ Bud Nelson. ee eeeneeesessssteeesentyland Electrical Supply Co., Chicago, Ill. 
s EN EAE SO a eter ee Pe ReQua Electrical Supply Co., Rochester, N. Y. 
: ae... aad Bettie Co. Maw Vek City 
. inn. setlctncanlbenttca ainehel habe aicacalll Monarch Electric Supply Co., Newark, N. J. 
t 


September winners will be announced next month 
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It Looks Like a Close Race 
for the Three Grand Prizes 


August Salesmen who consistently reported their sales for July July 
Prize Winners and August on every line handled make best showing in Prize Winners 
sm contest for the Grand Prizes, regardless of whether or not 
they were among the winners of the monthly cash awards. 


These MenareLeading--But 











jouw KE, Pommtaal «il oo 0 ck ove Graybar Electric Co., St. Louis, Mo. 
R. J. VALENTINE........ H. Poll Electric Supply Co., Toledo, Ohio 
DG. COBEN. .is.u.-.. Monarch Electric Supply Co., Newark, N. J. , 
C. J. DeNeve Ris SNODGRABS. 3.8 General Elec. Supply Corp., Houston, Tex. J. A. Hunter 
ReQua Elec'l Supply Co. O. Py Ameen... <6. ea Hartman Spreng Co., Mansfield, Ohio Westinghouse v Sup. Co. 
Rochester D. P. KUNINGER............ Hartman Spreng Co., Mansfield, Ohio — 
Ce Fe Rs bo eee nn cies ReQua Elect’l Supply Co., Rochester, N. Y. 
Howarp Hotipay...F. D. Lawrence Electric Co., Cincinnati, Ohio 
W. S. BAMCLAY....«.+%> ReQua Elect’l Supply Co., Rochester, N. Y. 
GEORGE BAITINGER........ Baitinger Electric Co., New York City 
Ie) Bat NNR a aha nctg's 5:0 wkeled Hartman Spreng Co., Mansfield, Ohio 
L. B. STAUBACH...... F. D. Lawrence Electric Co., Cincinnati, Ohio 
wee oe ae reer ee Graybar Electric Co., Chicago, Ill. 
Me Ee FOCMENT «oo cc cccecess City Electric Co., Syracuse, N. Y. 
RO RRUOCEEB 36. Baitinger Electric Co., New York City 
O. C. SIEGEL. ...Wetmore-Savage Elec. Sup. Co., Providence, R. I. 
" Seaeniend M5. CY. «oo 05 v cneenen Joseph Kurzon, Inc., New York City i bet. Je 
lin El. Sup. * CONV. TUMOEL.. ow ose ReQua Elect’! Supply Co., Rochester, N. Y. Giidis Boctic Co. 
New York City PM Patawe ei. Westinghouse Elec. Supply Co., New York City St. Louis 
Bo CAG aGB ecivicai Westinghouse Elec. Supply Co., Houston, Tex. -_ 
S. G Wests. cnn ee ee Joseph Kurzon, Inc., New York City ; 
Ja, AA vn: + 39's ngs vi Allen Electric Co., Cleveland, Ohio Q > 
Tuos. J. WHALEN...... ReQua Elect’l Supply Co., Rochester, N. Y. eg iy 
CR At lawrncnniesl Joseph Kurzon, Inc., New York City ees, 
J. DUSCANLON «045 «0% W. T. McCullough Elec. Co., Pittsburgh, Pa. 
A..W. YOUNGOUIET..... <6: Graybar Electric Co., Washington, D. C. 
Puitip SCHAEFFER... West Phila. Elec. Sup. Co., Philadelphia, Pa. 
¥, RB RRCORAY os. ok is W. T. McCullough Elec. Co., Pittsburgh, Pa. 
Foouree Faris s. &ivese Interstate Electric Co., New Orleans, La. 
Wak, SCMMPRR 5A s oso cnces Baitinger Electric Co., New York City ! 
B. S. Hartman We, J. BOAR, FRe os cees veer City Electric Co., Syracuse, N. Y. H. F. Taub 


Royal Electric Supply Co. a eee eee City Electric Co., Syracuse, N. Y. Westinghouse El. Sup. Co. 





Philadelphia AT SEL NECK. ..c bss be8Knes Baitinger Electric Co., New York City New York City 
- Bup NELSON........... Hyland Electrical Supply Co., Chicago, II. _—— 

ee Seer Crescent Electric Supply Co., Burlington, Ia. 

H. M. MATCHETT...... W. T. McCullough Elec. Co., Pittsburgh, Pa. 

CA Daa 6 855 fr 605 655 Graybar Electric Co., Chicago, IIl. 

J. HRABETIN....... Listenwalter & Gough, Inc., Los Angeles, Calif. 

ee a Tere Franklin Electric Co., Philadelphia, Pa. 

a gt ee Graybar Electric Co., Chicago, Ill. 

Tiss 5. COSC: 0. o's ceeded sins A. M. Little Co., Syracuse, N. Y. 

R. R. DEWEEsS...... Westinghouse Elec. Sup. Co., Philadelphia, Pa. 
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There is Still Time to Enter 
the Grand Prize Contest 


All salesmen of electrical wholesalers are eligible to participate in "Victory in '33."" No 


advance registration is necessary. 


Use blank on page 20 for reporting your sales, or you may use your own company's 


letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 


the manufacturers listed on page 20. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 
small. Every line reported on counts toward a Grand Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for October must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before November 15, 1933. 


September winners will be announced in the November issue of Electrical Whole- 


saling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to December inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. Acash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 
high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 


prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a gold "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a silver "Victory" emblem 
in recognition of their achievements. 


10. Three Grand Cash Prizes, a first prize of $100, 
a second prize of $60 and a third prize of $40, will 
be awarded to the wholesalers’ salesmen who make 
the best showing during the last six months of 1933. 
Number of monthly contests participated in, num- 
ber of manufacturers’ lines reported on, size of ter- 
ritory and volume of sales reported will all be con- 
sidered in selecting the winners. 
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“VICTORY in '33” 


OCTOBER CONTEST 


Winners will be announced in the December issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on page 19. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of October 
keep your own record of sales on all 
products of each of these manufac- 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By "sales'’ is meant actual orders 
taken by you or credited to you from 
October | to 31 inclusive, at whole- 
saler's selling price — what you bill 

our customers—whether for Octo- 
ae or later delivery.) 


4. At the end of the day, on Tues- 
day, October 31, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ill., 


on or before November 15, 1933 


Salesman’s Entry and Report Blank for October 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
Arrow-Hart & Hegeman 

Electric Co. 27 
Benson Co., Alex R. 56 


Boston Woven Hose & Rubber 


Co. 25 
Bryant Electric Co. 23 
BullDog Electric Products Co. 21 
Bussmann Mfg. Co. Back Cover 
Colt's Patent Fire Arms 

Mfg. Co. 39 
Couch Co., S. H. 54 
Eagle Electric Mfg. Co. 56 
Fretz-Moon Tube Co. 55 
Fullman Mfg. Co. 52 
General Cable Corp. 31 


General Electric Co. Incandes- 
cent Lamp Dept., Nela Park 28-29 


Contestant Sign Here (Print Name) 


Your Sales in Oct. Name of Manufacturer 


See Page Your Sales in Oct. 

















General Electric Vapor Lamp Co. 52 $ 
$-n-a-savecvesceennontonns Hamilton Beach Mfg. Co. 37 Gn -neeeconeeecennnese 
Poa aciisetidboses Ideal Commutator Dresser Co. 56 Biiicnisnecniandeairnes 
Jefferson Electric Co. ee _ STC ee eee 
A te ek Justrite Mfg. Co. 54 _ ore 
* aS. McGill Mfg. Co. 51 _ aparece 
ae a SS Pass & Seymour, Inc. 32 $ .---nneeenneeceesscoeee 

Plymouth Rubber Co. i _ ee 
Gnaeneeennnnnenneeeeee Roach-Appleton Mfg. Co. — Front Cover $.o.------oeeeeeceeneoe-- 
_ SR Sa ee Signal Electric Mfg. Co. 54 Se ee 
D<vsesmaeennt Silex Co. 35 $ 
ae ee Square D Co. 2 $ 
Eee Steel and Tubes, Inc. 33 ats haleedclitieiavies 
leas Trumbull Electric Mfg. Co. 53 5 

Weiss & Biheller, Inc. 56 $ 
ee ar oe Wiremold Co. 51 $ 








Company 
20 


City and State 


Sales Manager Countersign Here 
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ELECTRICAL WHOLESALING 


A Challenger of Quality 


in the 


MAIN SERVICE EQUIPMENT FIELD R 
New Sequence FUSENTER—SAFtoFUSE Panel 
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Designed from a practical wiring standpoint this latest device has all those 
extra Bull Dog qualities of fine appearance, compactness and special wiring 
features, which has made "BULL DOG" a synonym for fine design, wherever 
electrical apparatus is discussed or sold. 












Cat. No. 551204 

: Main Service Switch, Range 

In sequence with Meter Switch and Lighting Distribution Panel 
Test Box and Meter (Wiring Shield Removed) 


Cat. No. 551204 


NOTE THESE UNIQUE BULL DOG PATENTED WIRING FEATURES 


SOLDERLESS CABLE CONNECTORS PLUG FUSE CIRCUITS QUICKLY 
FOR STRANDED WIRE WIRED 
Insert straigt 


LY ¥@-- 


able Screw. Tight- 
A quick twist Cable connected, 


Strip the ps a piters. with perfect Con- ening the Screw kinks and locks wire 


wires of in- tact for each indi- | ; 
sulation. dividual strands. vidual strand. in place. 


A NO LOOPS! 
; NO BENDS! 












BULLDOG FLEO) fa Propucts Co. 
DETROIT MICH. U.S.A. 
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Trends in 


Distribution 





A digest of selected articles 
appearing in recent issues of business 
and trade publications which reflect 
distribution trends in various fields 








Independent Grocers Appointed 
as Refrigerator Dealers 


A distributor of electric refrigerators 
in Dallas, Tex., has enrolled more than 
a dozen independent grocers, all serv- 
ing charge-account trades, as dealers 
for his refrigerator. He argues that a 
grocery is a logical place to sell refrig- 
erators — many housewives visit them 
daily, grocery delivery boys can readily 
report on customers’ refrigeration facil- 
ities, a grocer selling meat and milk 
can talk refrigeration convincingly to 
customers. He gives grocery custom- 
ers no chance to miss his refrigerator 
displays—they hold the center of the 
grocer’s floor.—From Nation’s Business 
for August. 


¥ 


Sales Contest Increases Size of 
Customer's Average Order 


A novel sales contest recently brought 
a substantial increase in business to a 
western wholesale druggist. The con- 
test was designed to help the salesmen 
get more business from their territories, 
increase the value of the average order, 
and better utilize their time in calling 
upon customers in a position to give a 
substantial amount of business. 

Every salesman was given a card for 
each customer in his territory, showing 
the gross and net sales for the previous 
year, the number of orders given the 
house for that year, the average volume 
of each order and the average number 
of items for each order. In addition, 
he was given the average figures for 
city customers if he sold in the city, and 
averages for country customers if his 
was country territory. 

The contest was based on the sales- 
man’s ability to induce his customers 
to give orders equal to or above the 
average order. Points were calculated 
as follows: five points were given for 
each customer whose average order was 
raised; five additional points for each 
below-average customer raised to or 
above the average. A penalty of seven 
points was given for each customer 
whose average fell during the contest. 
For each occasional customer, that is, 


customers giving less than 30 orders 
per year, who gave an order above the 
group average there was added 10 
points to the salesman’s total. There 
was no reward or penalty if these or- 
ders were below average. If a regular 
customer’s volume was less than the 
year before, for the period of the con- 
test, the salesman had 100 points de- 
ducted from his score. 


Sales for the six weeks of the con- 
test are reported to have been well 
above the previous year and the pre- 
ceding months, and the increase is re- 
ported to have been maintained after 
the contest was over. Probably the 
greatest benefit, however, is indicated 
as being the training it gave the sales- 
men in evaluating their customers and 
concentrating their efforts on each in- 
dividual call to get their full share of 
the available business—From Domestic 
Commerce for September 10. 


Vv 


Improved Delivery Service 
Brings 30 Per Cent Sales Increase 


To test out the value of improving 
his delivery and order-filling services, a 
western wholesale druggist improved 
service to only two thirds of his regular 
city customers and served the remain- 
ing third as usual. The result was an 
increase of 30 per cent in sales to the 
first group and no change in the other. 
When the remaining third had the same 
prompt service installed the business 
received from them increased in line 
with the improvement previously shown 
in the first test group. 

Time studies were made of delivery 
activities. Duplication of routes, lack 
of coordination between order-taking 
and order-filling was found to exist. 
Prevailing delivery schedules had grad- 
ually come into disuse. Stock arrange- 
ments impeded rather than aided quick 
order-filling. 

The key to the improved service to 
dealers came in speeding up order-fill- 
ing and making deliveries at more op- 
portune times for the customer. Al- 
though prior to this study the manage- 
ment of the wholesale house was of the 
opinion that delivery costs were very 


reasonable, by better coordination of the 
service a reduction of 40 per cent in 
delivery expense was made possible.— 
From Domestic Commerce for August 
30. 

Vv 


No Merchandise Items 
on Customers’ Bills 

The New York Public Service Com- 
mission has issued an order to all gas 
and electric companies in the state 
which forbids them to include any item 
for the sale of merchandise or appli- 
ances on electric or gas bills. 

The order of the commission became 
effective August 1, and is to continue in 
effect until March 1, 1936, and there- 
after unless otherwise ordered by the 
commission. 

Chairman Maltbie, in a comprehen- 
sive report on merchandising activities, 
had emphatically stated that “a public 
service corporation has no right to dis- 
continue service because merchandising 
bills are not paid.” The chairman also 
stated at that time that separate bills 
should be rendered for appliances or 
any service other than gas or elec: 
tricity; also that merchandising by pub- 
lic utilities is justified only upon the 
ground that it is a necessary function 
in order to provide adequate service to 
the public at reasonable rates for all 
classes of service. —From Electrical 
World for July 29. 
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Wide Variations in Performance 
of Vacuum Cleaners 

An objective of the N. R. A. that is 
just beginning to come in for discus- 
sion is the setting up of standards of 
quality. Tests of six different types of 
vacuum cleaners showed wide variations 
in performance. There was no corre- 
lation between cost and results. The 
Administration’s feeling is that goods 
of this and many other sorts should 
measure up to definite specifications 
with which the consumer could be made 
familiar. The Department of Agricul- 
ture already has launched a similar 
drive for more definite standards in 
foods and drugs.—From Business Week 
for September 9. 
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WE DO OUR PART 


That “part'’ has been an unqualified 

support of any activity that has helped 
in the development or betterment of the 
electrical industry. 


In the wholesaling of wiring devices, the 
selection of the best for their particular 
purpose always spells success for the 
wholesaler. It has always been the aim of 
The Bryant Electric Company to make 
nothing but the best. 


It is not enough to make a superior prod- 
uct; it must be made readily available for 
the consumer. This problem of distribu- 
tion has been solved by The Bryant Elec- 
tric Company, by associating itself with 
responsible distributors in all parts of the 
country and throughout the world. 


We illustrate a few items of a complete 
line of Superior Wiring Devices. By speci- 
fying these devices, you will be able to 
meet the most exacting specifications and 
also make a reasonable profit based on 
prices which are fair and equitable. 





SEY ANT EE, 








We've been doing 


Our part 





The 


Bryant Line 


Includes 
High Capacity Industrial 
Switches 


Three-wire Polarized Plugs and 
Receptacles 


Heavy Duty Range Outlet Re- 
ceptacle and Fittings 


Pilot Light Combinations 
Hospital Signalling Devices 
Complete line of Cord Sets 


No. 4322 


EW-10-33 





SUPERIOR 
WIRING DEVICES 





Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF "SUPERIOR WIRING DEVICES" SINCE 1868 


MANUFACTURERS OF HEMCO PRODUCTS 





NEW YORK 


60 East 42nd Street 


CHICAGO 


844 West Adams Street 


SAN FRANCISCO 


149 New Montgomery Street 
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The information on this page has been 
prepared for "Electrical Wholesaling" by E. 
Donald Tolles, Managing Director, National 
Electrical Wholesalers Association, 165 Broad- 
way, New York City 








Code Presented at Washington, 
Committee Working on Revisions 


Promptly after the Buffalo convention, 
the N. E. W. A. filed with the Adminis- 
tration copies of the Electrical Whole- 
saling Code, copies of its by-laws and va- 
rious detailed reports regarding the elec- 
trical wholesaling industry. 


During the week of September 11, the 
Code Committee consisting of W. J. 
Drury, chairman, New York; F. R. 
Eiseman, Chicago; E. M. Graham, 
Washington; L. L. Hirsch, New Orleans, 
and H. O. Smith, Akron; also M. Plum, 
counsel, and E, Donald Tolles, managing 
director of the N. E. W. A., met in 
Washington in conference with W. L. 
Allen, deputy administrator, George B. 
Cumming of the Code Analysis Division, 
his assistant, Maurice Judd, and Mr. 
Hanley, statistician. There were also 
present the legal advisor to the Admin- 
istration, Mr. Katz; Mr. Allen’s assist- 
ant, Mr. Murray; and Industrial Advisor 
Tompkins; Labor Advisor, Tracy; and 
Consumer Advisor, Renard. It is of in- 
terest to note that the Labor Advisor was 
president of I. B. E. W., and the Con- 
sumer Advisor was manager of the Na- 
tional Association of Purchasing Agents. 

The Code Committee was in confer- 
ence constantly all day Thursday and all 
day Friday, but in spite of an honest ef- 
fort on the part of all to arrive at satis- 
factory revised articles in the Code, it 








“Bill Dahlstrom Visits Minnesota: 
W. O. (“Bill”) Dahlstrom, Chicago of- 
fice of Bryant Electric Co., on a recent 
visit to St. Paul was found in the good 
company of Sid McMenemy and A. R. 
“Tony” Clarke of Westinghouse Elec- 
tric Supply Corp. Clarke, on the extreme 


right, started in the electrical 
business in the way back when. 


supply 


became apparent that the Committee 
would have to undertake a general re- 
vision of many of the articles and go 
to Washington again. 

The Committee took up this work in 
New York the following week and, in 
the meantime, N. R. A. is undertaking to 
rewrite some of the articles and will sub- 
mit them for the Committee’s considera- 
tion. 

To give an idea of how complete this 
revision is, the whole subject of the 
“Definition of a Wholesaler,” which has 
already occupied so much time and de- 
bate, will have to be rewritten. In the 
rewriting of this definition it is suggested 
by N. R. A. that all electrical wholesalers 
in the country be classified either as 
“Members of the Code” or “Members 
of the Trade.” A member of the Code 
will include any member of the Trade 
who has expressly signified his assent to 
the Code. A member of the Trade is one 
who shall be subject to the Code but has 
not signified an assent to it, either as a 
member of N. E. W. A. or otherwise. 

It was intimated that the President is 
about to make an announcement and a 
ruling which will make evident to the 
public which members of an industry or 
trade are members of its representative 
association. 


Labor Provisions 


Saturday closing met with the approval 
of the Administration, but the Code Com- 
mittee will recommend, and the Adminis- 
trator is in complete accord, that electri- 
cal wholesalers in any district may, by a 
75 per cent vote taken by the Industry 
Commission in that district, decide to re- 
main open on Saturdays. This will pro- 
vide for the local autonomy that has been 
requested by concerns in various parts 
of the country. 

In order to comply with requests from 
members in the South, the Committee at- 
tempted to have a preferential rate for 
employees established, but it was with- 
drawn upon the suggestion of the Ad- 
ministrator. 

An effort to secure a greater number of 
office boys and errand boys at minimum 
wages was not successful. 

The Labor Advisor was anxious to 
establish in this industry the practice of 
paying for overtime, but the Code Com- 


mittee refused to consider this recom- 
mendation. 


Sales Prices 


The subject of sales prices came in for 
a great deal of debate, and in the end 
no serious objection was offered to arti- 
cle IV (a), providing against sales be- 
low cost. There was and is strong objec- 
tion to IV (b) which relates to maintain- 
ing manufacturers’ suggested resale 
schedules. 

This whole subject of price fixing and 
price control is absolutely unsettled at 
Washington. The public represented by 
the Consumers Advisory Board is unal- 
terably opposed to any rule in a Code that 
provides for controlled price, except that 
they are willing to concede that there 
should be a rule preventing sales below 
cost. 

For several weeks the Retailers’ Code 
has been constantly before the Adminis- 
trator for action. The main difficulty 
there is a provision for a 10 per cent 
mark-up over invoice price. Asa matter 
of fact, the articles of the N. E. M. A. 
Code which was signed on August 4 by 
the President and which articles refer 
to the establishment of prices, are being 
severely criticised in some quarters, and 
it was intimated that the N. E. M. A. 
Code may be recalled and amended to 
provide that prices may not be reported 
in advance, but that prices may be re- 
ported only on sales that have been 
closed. 

The Committee was assured that the 
Administration wants to see a Code for 
the Electrical Wholesaling industry put 
into operation. There are no other 
wholesalers any nearer to receiving a 
Code than are the electrical whole- 
salers, and it is rather expected that the 
N. E. W. A. Code will be the first one 
among the wholesaling distributive in- 
dustries and that others will be patterned 
after it. This explains one reason why 
the Administration is anxious to make it 
as workable as possible. 

The situation calls for much additional 
work on the part of the special Code 
Committee which is working with all pos- 
sible speed. In the meantime too much 
reliance should not be placed on the pro- 
visions of the Code as adopted at the 
Buffalo convention in August. 
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The usefulness of friction 
















| em DOG tape is rich T 


in heavy fibrous rubber gum. 


tape depends upon its ability 
to stay sticky under all conditions of 
location or temperature. 


Bull Dog tape is made with soft unvul- 
canized rubber containing natural 
mineral elements which enables it to 
retain its stickiness indefinitely. 


It does not dry out in the roll or on 
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Code Revised. Final Hearing 
Expected Soon 

Following an informal hearing held 
recently in Washington, the Code for 
the Distributive Branches of the Radio 
Industry has been revised to meet the 
requirements of the N.R.A. and has 
been resubmitted to Washington. 

In a letter to General Johnson dated 
September 19, which accompanied the 
revised draft of the Code, Chairman 
Gross of the Code Committee briefly 
reviewed existing conditions in the 
radio distributing field and made a 
strong plea for a final hearing on the 
Code at the earliest possible date. This 
letter pointed out that: 

“This Code is sponsored by the Na- 
tional Federation of Radio Associations 
and the Radio Wholesalers Association. 

“The first mentioned (N.F.R.A.) is 
the parent body composed of associa- 
tion memberships consisting of 

(a) The Radio Wholesalers Asso- 
ciation. 

(b) Many local associations of radio 
dealers, service companies, and service 
men. 

“The second mentioned (R.W.A.) is 
a national association made up of indi- 
vidual distributors (wholesalers) of 
radio apparatus. 

“These two organizations are the 
only two exclusively radio national as- 
sociations representative of the whole- 
sale and retail branches of the radio in- 
dustry, having been quite active in the 
years 1928, 1929 and 1930, and recently 
revived with a very wide national fol- 
lowing. 


Conditions in the Radio Industry 


“The Radio Industry came into being 
as a major industry late in 1921. In 
1929 it numbered, among wholesalers 
and retailers, some 48,000 establishments 
with an invested capital of about $135,- 
000,000, employed over 160,000 persons, 
did a combined volume of over $1,130,- 
000,000, and sold over 4,400,000 receiv- 
ing sets. 

“Malpractice in merchandising of al- 
most every character that could be de- 
vised and promoted through total lack 
of organized control destroyed every 


chance to make a profit for 99 out of 
every 100 in the business. By the end 
of 1932 invested capital shrunk 77 per 
cent, the number of concerns in the 
selling field shrunk over 60 per cent, 
the number of employees engaged 
shrunk almost 80 per cent and the com- 
bined dollar volume of business shrunk 
80 per cent. While depression condi- 
tions were a factor in this shrinkage 
yet these digressions from clean mer- 
chandising contributed very greatly 
thereto. 

“This code, prepared by merchandis- 
ing specialists of responsibility, each of 
whom has been an active factor in the 
industry since its very inception, is 
based on the best recommendations 
from hundreds of wholesalers and 
thousands of retailers throughout the 
country. It has received universal ap- 
proval wherever presented, as providing 
a real basis for cleaning away most of 
the bad practices described. It will 
safeguard the public. It will protect 
the thousands of fine merchants still in 
the industry and their employees, as well 
as so rehabilitate their business, through 
fair regulation, as to ensure broad re- 
employment with a commensurate in- 
crease of incomes. 


Corrective Merchandising Features 


“Data accumulated by highly efficient 
distributor organizations shows a cost 
of doing business of from 18 to 22 per 
cent. Statistics of the three leading 
national chains of radio wholesalers 
show a cost of doing business of 20.71 
per cent figured against the selling price 
of radio receivers. Distributors in 
radio must do a specialty selling job and 
are called upon for a_ tremendous 
amount of unusual service for their 
manufacturers in the way of broad 
distribution coverage, dealer training, 
and service, while credit extension has 
become a very serious and costly prob- 
lem. Therefore, to set a minimum 
gross profit of 20 per cent on the sell- 
ing price for the distributor, means to 
barely take care of his cost. A dis- 
tributor needs the assistance of this 
regulation, particularly in view of the 
pressure he is under, on one side from 
the manufacturer to expand his organ- 


ization and develop volume sales, and on 
the other hand, from dealers demand- 
ing ever-increasing discounts to cover 
the unfair competitive situation they 
confront. 


Why a Joint Code 


“The Radio Industry is a_ highly 
specialized selling and servicing busi- 
ness and as such its various distribu- 
tion channels to the consumer are very 
closely and intimately related. Trade 
practice problems and their solution are 
inseparably common. Neither whole- 
salers nor retailers can prepare a set 
of regulations that do not interlock 
with one another if they are to serve 
the best interests of both and also give 
due consideration to the public. This 
is acknowledged by practically the en- 
tire trade as fundamental. Each branch 
must have some voice in the business 
conduct of the other in order that dis- 
cord and conflict be obviated, bad prac- 
tices cleared away and progress pro- 
moted. 

“By the very broad organization set 
up provided for in this plan, groups of 
tradesmen can set forth regulatory sup- 
plements to this basic national code 
whereby issues of a purely local nature 
can be effectively adjusted and adminis- 
tered. The national code covers the 
multitude of matters which are com- 
mon to all sections of the country and 
is intended to serve as the fundamental 
guide to rehabilitation of the industry, 
resulting in better business and greatly 
increased employment. By making it 
complete, it meets the requirements of 
most districts in its present form, 
minimizing the number of supplements 
that may be required thereto, and speed- 
ing up cooperation of this large in- 
dustry with the N.R.A. 


Need of Prompt Action 

“Our industry is now at the thresh- 
old of its large season. Two-thirds of 
the annual business is done in the last 
third of the year. Early action on this 
code would be a great stimulus to all 
in the business, vastly improving the 
spirit of all and increasing by a large 
percentage the volume of business that 
will be done.” 
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of No. TS-11 “TS” stands for a line of competitively priced switches designed 
m, with No. specifically for modern Type C Lamp loads and enclosed in com- 
its 9060 Plate pact Bakelite bases. TS Switches are STANDARD — fitting standard 
d- switch boxes and standard Bakelite or brass switch plates. The Type 
in- C mechanism is fully enclosed and sealed — making a dust- proof 
switch. The compactness of the base affords twice as much wiring 
room as other standard switches of their price and rated capacity. 
In addition, new READY WIRED combinations of TS Switches at 
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af ment. They come to your customers made up in one bese, ready _No. TS-111 
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ELECTRICAL WHOLESALING 


Tell your lamp Agents to Scrutinize their 


SELLING ADVANTAGES 
like they scrutinize their STOCKS 


MAZDA lamps are never “foot- 
balls” in cut price wars. 
Competition among General 
Electric MAZDA lamp agents 
is clean. 





@ Eternal vigilance is the price of prof- 
its. Your agents constantly scrutinize their 
well to scrutinize the selling advantages behind 
stocks to guard against losses. It pays equally 
each line they carry. And one of the outstand- 
ing advantages behind General Electric 


MAzDA lamps is the agency plan. 
lamps and thus secure sales 


6. THE AGENCY PLAN that otherwise might be 


Under our agency plan, retailers are given ; en 
lamps on consignment. No investment in stock 
is required. They can use their money to stock 
additional items. That’s just one of three ways 
they benefit. 


Under this plan agents 
carry an adequate variety of 





There is no obsolescence to charge off. We 
keep their lamp stocks clear of slow movers and 
filled with fast sellers. There are no transporta- 
tion charges to pay—no insurance—no taxes. 


NO MONEY INVESTED As an agent for General Electric MAZDA 
NO OBSOLESCENCE LOSSES lamps, you have the prestige of a product of un- 
PRICES MAINTAINED excelled quality, backed by the most powerful 


or advertising in the incandescent lamp field, plus 

The agency plan stabilizes prices and assures a plan that prevents loss and insures profits. 

satisfactory profits for General Electric MAZDA General Electric Company, Nela Park, Cleve- 
lamp agents. Nocut prices. General Electric land, Ohio. 





PRESTIGE: You link your store with the best known trade-mark V 


in the electrical industry. 





J 
ADVERTISING: The advertising of Mazpa lamps made by Gen- | 
eral Electric has always led in volume, in continuity, and in ef- 
fectiveness. 


DISPLAY SERVICE: General Electric spends more money than any 1 
other lamp manufacturer to develop, pre-test and make G-E displays "A 
the most outstanding in the whole merchandising field. 


IDEAS THAT HELP YOU SELL: General Electric searches every 1 
branch of retailing to find effective ideas so that we can pass on to "A 
our alert dealers, new, sound, proven ways to sell more lamps. 





LOOK FOR THIS MARK 








QUALITY: General Electric research, plus Mazpa Service, means 
5 that General Electric Mazpa lamps are always first with new im- 
provements. 480 inspections, processes, and tests in manufacture 
insure quality. 





CONSIGNMENT PLAN..—s 


ORGANIZED CAMPAIGNS AND CONTESTS: General Electric 
systematically and regularly initiates campaigns and contests ... 
and pre-tests them in advance. 

















ENERAL@ ELECTRIC 
MAZDA LAMPS 
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Urge your lamp agents to enter the All-American 


CHAMPIONSHIP FIGHT 


ID Putemoff is the champion of Depression. 


He’s licked many a lamp agent who has been slow on sell- 
ing punch, who hasn’t taken advantage of all his opportuni- 
ties to increase his lamp sales. 


But now he’s in for a lacing. Mazpa lamp agents of General 
Electric everywhere are signing up to take him on individually, and are 
already perfecting the merchandising punches being supplied them by 
Training Headquarters at Nela Park: ‘They’re pitted against the 
Kid individually, instead of against each other—and what scraps 
there'll be all over the country in October and November! They'll 
be knocking Putemoff onto his heels just when every element of the 
lighting trade is sweeping forward in a gigantic program of lighting 
stimulation. 


They’re all set to use punches like these: 


Right Hooks! The greatest lamp advertising program General 
Electric has ever put on. Twelve printed impressions to every wired 
home in America. Telling their customers that the lamps they sell are 
the ones they should buy to get good light at low cost. 


Left Hooks! A fall window display and interior display service 
that makes every blow count. Better and more telling displays than 
ever before. : 


Uppercuts! Stiff jolts embodying General Electric’s pre-tested 
lamp selling ideas that will put them ahead right from the gong. 


The Knockout! Using the best selling arguments in word-of- 
mouth solicitation of lamp sales across the counter. The most impor- 
tant and crucial punch of all. .. The heart of the contest is to sell one 
more lamp than the customer asks for. 


Here’s the selling campaign that is spectacular and colorful. 
Each agent is pitted against himself—against his own records. It’s the 
sort of close-knit, practical, timely campaign that makes General Elec- 
tric’s lamp agents mighty glad they have Mazpa lamps of General 
Electric manufacture for sale. If your agents aren’t lined up for the 
All-American Championship, get busy and see that they are entered 
at once. General Electric Company, Nela Park, Cleveland, Ohio. 


General Electric invites you to visit its exhibit in the Electrical Building at the Century of Progress 


This month, advertisements of Mazpa lamps made by General Electric, will appear in the fol- 
lowing national publications: Saturday Evening Post, October 7, 14, 21, 28; Collier’s, October 
7,21; Time, October 9, 16, 23; Business Week, October 7, 21; and in the October issues of 
Ladies’ Home Journal, Woman’s Home Companion, McCall’s Magazine, Cosmopolitan, Bet- 
ter Homes and Gardens, Holland’s Magazine, Photoplay, Motion Picture Unit, Fortune, 


Nation’s Business and Forbes. 


GENERAL@ELECTRIC 
MAZDA LAMPS 
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Activities 


Association 


A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Manufacturers Urge Support of 
Radio Wholesalers Association 


The following letter, dated September 
19, has been sent to all set and tube 
manufacturers by Bond Geddes, execu- 
tive vice-president and general manager 
of the Radio Manufacturers Associa- 
tion: 

“Excellent progress has been made 
in reorganization of the Radio Whole- 
salers Association and its affiliate; the 
National Federation of Radio Trade 
Associations. A Code for radio whole- 
saling has been submitted to the N.R.A. 
with many provisions which would be 
helpful to radio manufacturers. While 
the R.W.A. membership now includes 
far beyond a majority, by sales volume, 
representation of radio wholesaling, the 
assistance of R.M.A. members to fur- 
ther stimulate its membership would be 
appreciated. 

“With the approval of the president 
and other officers of the R.M.A., I am 
writing to request that you ask your 
distributors to join the Radio Whole- 
salers Association and also assist in or- 
ganization, in their respective cities, of 
local radio trade bodies for affiliation 
with the National Federation of Radio 
Trade Associations.” 
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Lighting Fixture Wholesalers 
Plan National Organization 


The Lighting Fixture Merchants As- 
sociation, Inc., which recently separated 
from the manufacturers’ group, has com- 
pleted its organization plans and estab- 
lished permanent quarters at 227 Grand 
St., New York City. 

The following officers have been 
elected: Isidore Eisner, president; Jack 
Korn, vice-president; Leo Hirschberg, 
treasurer; Henry Lefkowitz, secretary, 
and Al Cohen, trustee. 

Harry Kupferberg is chairman of the 
board of governors, and Jacob Shatz, 
managing director. 

The Association is now proceeding 
with plans to combine all the scattered 
forces in the industry for the purpose of 
building a solid lighting fixture distrib- 
utor unit. Meetings of local non-mem- 





bers will be called and the cooperation 
of similar groups in other localities will 
be solicited. 
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Colwell on Executive Committee 
of Northwest Association 


Regulations governing membership in 
the Northwest Electrical Light & Power 
Association have been broadened to take 
in, in addition to the utility companies 
operating in that territory, both company 
and individual memberships for manu- 
facturers, wholesalers, contractors and 
dealers. J. I. Colwell, Graybar Electric 
Co., Seattle, is the wholesaler representa- 
tive on the Association’s executive com- 
mittee. 
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Distributors of Radio Parts 
Form Association 


For the purpose of formulating a 
Code of Fair Trade Practices for the 
distributors of radio parts and acces- 
sories, the National Association of 
Radio Parts and Accessories Distribu- 
tors has been organized in Chicago. 
The officers are Walter C. Braum, 
Radolek Co., Chicago, president; Rec 
Munger, Lew Bonn, Inc., St. Paul, 
vice-president; M. W. Berns, Feder- 
ated Purchasers, New York City, 
treasurer, and Kenneth A. Hathaway, 
510 N. Dearborn St., Chicago, secre- 
tary. Mr. Hathaway is also executive 
secretary of the Institute of Radio Serv- 
ice Men. 


v 


Radio Service Men Prepare 
Code 


From Chicago headquarters of the 
Institute of Radio Service Men comes 
the announcement that this associa- 
tion is preparing a code which would 
require the national licensing of quali- 
fied radio service men through the fa- 
cilities of the present federal radio in- 
spectors. The Institute is also urging 
the formation of local associations of 
radio service men which would tie in 
with the activities of the national or- 
ganization. 


E. E. W. A. Supports Blue Eagle, 
New Utility Policy Aids Members 


Managing Director J. A. Hawks re- 
ports that the Eastern Electrical Whole- 
salers’ Association held a special “N. R. 
A. night” on Thursday, September 7. 
The Association’s headquarters were 
crowded to capacity and the program ar- 
ranged was received with much enthus- 
iasm. The feature address by D. G. Con- 
nor, of the New York Bureau of the 
N. R. A., described in detail the objects, 
intentions and operation of the Recovery 
Act. At the conclusion of his talk Mr. 
Connor answered many questions pro- 
pounded by members. A check up at this 
meeting disclosed that every E.E.W.A. 
member had signed the blanket code. 


All members closed their places of 
business at noon on Wednesday, Septem- 
ber 13, in order that their organizations 
might participate in New York’s N.R. A. 
parade, which was held on that afternoon. 
The Association supplied attractive win- 
dow posters for its members to use as a 
uniform method of notifying the trade. 


While awaiting policy revisions and 
new suggested resale schedules, expected 
from certain staple commodity manufac- 
turers, the E. E. W. A. is devoting con- 
siderable attention to a “stabilization pro- 
gram” which it is hoped will be produc- 
tive of profitable results. In anticipation 
of this activity all members with surplus 
stocks, or in need of cash, have been 
urged to notify the Association of any 
merchandise they desire to move. 

The utility companies in New York 
discontinued all sales of merchandise last 
July. Although not actually selling any- 
thing but electrical energy, these com- 
panies are advertising extensively, fea- 
turing appliances generally with no men- 
tion of particular makes or trade marked 
devices. In support of this advertising 
campaign, there is a practical educational 
program that affords wholesalers, as well 
as dealers, an opportunity to really learn 
how to sell. Experts in the employ of 
the utilities are available for instruction 
on more than 20 classified phases of ap- 
pliance merchandising. It is, therefore, 
easy to understand why many members 
report a radical increase in their appli- 
ance sales. 











October, 1933 ELECTRICAL WHOLESALING 


Ride the Demand for 
















NON-METALLIC 
SHEATHED CABLE 


. OFF. é, 
a” 
cOveéeR ED BY U.S. LETTERS 






PATENT ANDO PATENTS PENDING 


cod 
abe 
3 





Non-Metallic Sheathed 
Cables Win Preference 
through 


Man How 


Light in weight. Easy to 
lug and lift. 


° TS installation economy makes it all-important, 
Flexibility that speeds ao ‘ . 
roughing in. today. Everyone is interested in the saving 


always inherent in non-metallic armored ROMEX. 
Saves labor per outlet. 


The demand is here; ride it. See that your 


stock is in shape. AND TELL YOUR MEN TO 
REMIND THE TRADE THAT YOU CARRY ROMEX. 








us 


WE DO OUR PART 


GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY s OFFICES IN PRINCIPAL CITIES 
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HELP YOU SELL 


to-days live-wire contractor 
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A copy of this 
folder has been 
mailed to him— 
and every other 
wiring contractor 
in the United 
States. 





* © @ © It's aneye-opener . . . it shows him how 
he can turn a cheap, competitive job into a real speci- 
fication installation—give the home owner more conveni- 
ence—and show a greater profit for himself. 


* ©  @  @ And what is more, it gives him a plan that 
he can use to sell a real wiring job to the speculative 
builder—the builder who realizes that conveniences such 
as night lights, Triplex outlets, switch and receptacle com- 
binations, etc., add to the salability of the modern home. 


* © @ © Discuss this plan with your contractor cus- 
tomers. It shows them a way to get additional business 
NOW—and for the "BETTER LIGHT—BETTER SIGHT" 
Campaign—sell Triplex outlets and other combinations 
of the | 


_ P&S-DESPARD LINE 


PASS & SEYMOUR, Inc. 
SOLVAY STATION, SYRACUSE,N. Y, 


Herbert Metz Addresses 
Electrical Inspectors’ Convention 

At the convention of the International 
Association of Electrical Inspectors, held 
in Chicago last month, one entire session 
was set apart for addresses by repre- 
sentatives of the manufacturing, whole- 
saling and contracting divisions of the 
industry. 

Herbert Metz, sales promotion mana- 
ger of the Graybar Electric Co., spoke 
in behalf of the electrical wholesaler. 
He said, in part: 

“Speaking for the National Electrical 
Wholesalers Association, may I point 
cut that the real electrical wholesaler, 
the one who makes up the rank and file 
of our Association, is not an opportunist, 
but he is interested in the sound develop- 
ment of a real business. He is vitally 
concerned with the development of codes 
of inspection that will guarantee the up- 
building of a permanent and worthwhile 
business structure. He is, therefore, in- 
terested in and anxious to sell quality 
material. When you find a wholesaler 
selling sub-standard electrical material, 
it generally is because he is forced to do 
it in order to meet sub-standard compe- 
tition from sub-standard wholesalers. 
The universal adoption of a uniform 
Code will be welcomed by every good 
electrical wholesaler because it will make 
it no longer necessary for him to carry 
sub-standard material in order‘to meet 
sub-standard competition, as the latter 
no longer will be allowed legally to sell 
sub-standard material. This will be re- 
flected in better wholesaling, better wir- 
ing, better service, and in a general 
strengthening of the whole electrical 
structure.” 














His Truck Drivers Aid Salesmen: D. E. 
Kazar, sales manager of the Kiefer Elec- 
tric Co., Peoria, Ill, believes in the 
importance of truck drivers to the elec- 
trical wholesaler. Due to present busi- 
ness conditions some firms have their 
deliveries made by trucking firms on 
contract. This is a mistake, he says, and 
points out that an alert driver can pre- 
vent misunderstandings and correct er- 
rors before customer’s good will is lost. 
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More than 70,000 feet of Steeltubes 
protects the electrical circuits of 
the new Medical Arts Building, 
Duluth, Minnesota. 
the architects, the engineers and the 
contractors—all are proud of this installa- 
tion. And rightfully so, because Steeltubes 
represents the finest electrical and me- 
chanical protection for wiring that money 


The owners, 


can buy. 

Steeltubes is distinctive in many ways. 
It is electrically welded steel tubing, electro 
galvanized outside and with baked on 
enamel inside. It requires no threading, 
consequently is of uniform thickness for 
any given size throughout the entire length 
of the circuit. Three simple fittings adapt 
it to any installation. It cuts easily, bends 
easily and can be straightened and re-bent 











A 
STEELTUBES 
INSTALLATION 


Medical Arts 
Buzldin g 


@ Architects: Erickson & Co., Duluth, 
Minn. Associate Architect: Ellerbe & Co., 
St. Paul, Minn. Engineer: Chas. Foster, 
Duluth, Minn. General Contractor: Paul 
Steenberg Construction Co., St. Paul, Minn. 
Electrical Contractor: Commercial Electric 
Co., St. Paul, Minn, 


without loss. It eliminates much of 
the back-breaking labor incident to 
the use of old-style threaded con- 
duit, and permits faster construc- 
tion. It results in a convincing 
workmanlike job the first time you use it 
—and every time you use it. 

If you will indicate your interest in this 
modern threadless rigid conduit we will 
gladly send full information and a sample 
joint. Three minutes after you receive the 
sample you will understand why more than 
40,000,000 feet of Steeltubes has been 
placed in service. Write today. 


Electrical Division 


STEEL AND TUBES, INC. 


CLEVELAND «++» OHIO 


A UNI OF REPUBL STEEL 


Ge} 370) 7.980e), | 
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Wholesaler 


Vow contributions 
of news items for this depart- 
ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 





N ews 


specialty distributors 











Westinghouse Supply Announces 

Changes at New Haven Branch 

Hereafter, according to an announce- 
ment by General Manager B. W. Clark, 
the New Haven branch of the Wetmore- 
Savage Electric Supply Co. will operate 
under the name of the Westinghouse 
Electric Supply Co. H. M. Long, for- 
merly branch manager at Albany, has 
been appointed sales manager at New 
Haven, reporting to F. L. Ferguson, 
manager. Harold F. Williams succeeds 
Mr. Long at Albany. 


v 


Premier Supply Co. Organized in 


Jamaica, N. Y. 


A new wholesaling firm, the Premier 
Brass & Electrical Supply Co., is now 
doing business at 92 150th St., Jamaica, 
N. Y. Harry Broadwin is president and 
Sidney Meisel, secretary-treasurer. Ac- 
cording to Mr. Meisel, the new company 
is conducting a wholesale electrical sup- 
ply and fixture business with 100 per cent 
protection for the dealer trade. 


v 


Trilling & Montague Dealers Win 
Trips to World's Fair 

As a result of a sales contest conducted 

among its dealers by Trilling & Mon- 

tague, Philadelphia distributors for 


Norge, Zenith and Emerson, also for 
ABC oil burners, 124 dealers and deal- 


ers’ salesmen boarded the air-conditioned 
Trilmont Special at the B. & O. station 
September 2, for a three day visit to A 
Century of Progress. 


v 


City Electric Expands Sales 
Organization 

S. Weinstein of the City Electric Co., 
Syracuse, N. Y., reports that Kenneth 
M. Satz is now covering the territory 
between Schenectady and Rochester 
along the main line of the New York 
Central for this company. Mr. Satz 
was formerly connected with the Elec- 
tra Supply Co. of Poughkeepsie and 
the Samuel Frost Co. of New York 
City. 

The sales organization of the City 
Electric Co. now consists of three rural 
and one city salesman, together with 
two counter men. 


sf 


Hamburg Bros. Open Branch in 
Akron 


A branch has been established at 88 
Ash St., Akron, Ohio, by Hamburg 
Bros. of Pittsburgh. The new branch, 
which will be in charge of Philip Katz, 
will carry a complete stock of Majestic 
radios and refrigerators and Automatic 
washers. Hamburg Bros. also have a 
branch house at Wheeling, W. Va. 


Baitinger Expands Activities in 
Appliance Field 

Ever since its organization, the Bait- 
inger Electric Co., New York City, has 
catered principally to the industrial 
trade. Within the past few months, how- 
ever, several prominent lines of appli- 
ances have been taken on including Uni- 
versal heating devices, Royal Rochester 
appliances, Conlon washers and ironers 
and Nesco casseroles and cooking appli- 
ances. Henry J. Baitinger, president of 
the company, reports that his sales or- 
ganization is rapidly developing a dealer 
clientele. He contemplates taking on ad- 
ditional appliances lines in the near 
future. 

v 


Personnel Increased by 
San Diego Wholesaler 
The Electric Supplies Distributing Co., 
San Diego, Calif., has recently made sev- 
eral additions to its organization. Brian 
Smith, who has spent the past nine years 
in the wholesaling and contracting field, 
has been added to the counter sales force. 
Richard Berdel and Ralph Webster are 
newcomers to the shipping department, 
and the office reports the employment of 
an additional stenographer. This whole- 
saler has rearranged its sales counter 
area to permit faster service and to make 
a more accessible and better display area 
for appliances, radio and refrigerators. 





6 Bes 5:2 





Metropolitan Wholesalers Turn Out for Outing of Electrical Associates Club: 





Bowling, pigeon races and baseball feat- 


ured the Sixth Annual Outing of the Electrical Associates Club of New York City, held at Cottage Point, L. lL. September 


16. 


(1) Henry J. Baitinger is daring the pitcher to put one over the plate. 
bat. From left to right are: Chas. Manning, Baitinger Electric Co.; J. J. Loeffler, U. S. Rubber Co.; W. A. Treadwell, W.S. 


(2) A few of the boys waiting their turn at 


Brown Co.; and E. Dritschel, Baitinger Electric Co. (3) Henry J. Baitinger, Baitinger Electric Co.; W. A. Treadwell, 


W. S. Brown Co., and W. H. Shrope, Leahy Electric Corp. 


(4) A. S. DeVeau (right), president of the Electrical Asso- 


ciates Club, is extending greetings to a fellow member, Thomas S. Nolan, sales manager of Edwards & Co. 
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MORE PROFIT 


Do you realize that a tremendous potential market exists for the sale of commercial equip- 
ment to the hotel and restaurant trade? 


Beer taverns must equip to serve coffee, steak sandwiches and other foods. The Repeal 
of the 18th Amendment will tremendously increase the purchasing power of hotels and 
restaurants generally. Central Station companies are eager for the increased load which 
the general use of electrical cooking equipment will provide. 

With the proper organization you can conduct an intensive campaign for the development 
of this market. Silex Coffee Makers and Silex Hi-Speed Broiler represent marvelous com- 
panion items for backbar equipment. Why not organize to obtain your share of this ex- 
tremely profitable business? 








Broiler Ready for Operation 





Silex Glass Coffee Maker 


Stainless Steel Bodies—Pyrex Glass—Silex Quality Throughout 
Four Unit Models as Low as $49.95—Two Unit Models as Low as $29.95. 


THE SILEX COMPANY -3- Hartford, Conn. 


*Trade Mark Registered U. S. Pat. Off. 
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H. J. Caffrey to Direct Sales 
for Gertler Electric Supply 


Harry J. Caffrey, for many years ac- 
tive in electrical circles in New York 
and New England, has been appointed 
sales manager of the Gertler Electric 
Supply Co. of New York City, including 
its branches in Yonkers, Long Island 
City and Port Richmond. 





Harry J. Caffrey 


For many years Mr. Caffrey was con- 
nected with the Manhattan Electric Sup- 
ply Co. After spending some time as 
Connecticut salesman he was advanced 
to manager of the Harlem branch and 
later became New England sales man- 
ager. Several years ago he resigned 
from the Manhattan organization to 
enter business for himself as a manu- 
facturers’ representative. 





Personals 





DoNALD GROTE is a new inside man 
with the Fox Electric Supply Co., Elgin, 
Ill. 


HERMAN Lewis, Louis LEITMAN, 
Howarp Mintzer and Leonarp Hat- 
PERN have been added to the sales organ- 
ization of Lewis & Carnell Co., Philadel- 
phia. 

GEORGE MARSHALL, formerly of Wich- 
ita, has been added to the Kansas City 
sales force of Moser & Suor, Inc., Wich- 
ita, Kan. E. W. Anprews, who previ- 
ously was connected with the Brown 
Electric Co., at Oklahoma City, is now 
traveling the Springfield, Mo., territory. 


WiLL1AM Doerr and Epwarp ALLEN 
are two new members of the sales force 
at the Rumsey Eleciric Co., Philadel- 
phia. They will concentrate on radio. 


Joun G. ENGLER, formerly with 
George Richards & Co., and Harvey 
Hubbell, Inc., joined the Graybar Elec- 
tric Co., St. Louis, forces on September 
15 as city salesman. Also added by Gray- 
bar are Henry FOonkE, operating in 
southern Illinois, and F. X Cat1n, cover- 
ing the city. All three will sell the full 
line. 


GrorGE LEHMAN, Jr., has joined the 
city sales force of the General Electric 
Supply Corp., St. Louis. Two men have 
been transferred from the Memphis 
house to St. Louis; R. C. Haux, who will 
sell appliances only in the city, and BRENT 
McKay, who will have charge of radio 
service. FLoyp RoBINSON is a new man 
in the radio service department. WALTER 
Ever has returned to the company, 
working on pricing and quotations. 

CLARENCE G. Hancock has been 
placed in charge of Mazda lamp sales for 
the Glasco Electric Co., St. Louis. Rus- 


_ SELL PINELL and WALTER SOLARI will 


handle the city counter, and W. R. 
(“Bitty”) AULD is back with this com- 
pany in the service department. 


Vv 
Lines Added by Wholesalers 


HuGues-Peters Evectric Co., Colum- 
bus, Ohio—Stewart-Warner radio and 
refrigerators. 

Sampson EL ectric Co., Chicago— 
Quiet May oil burners. 

PrERCE-PHELPS, INc., Philadelphia— 
Gar Wood oil burners. 

KELLEY - How - THomson, Duluth, 
Minn.—General Household Utilities Co. 

EASTERN ATLANTIC SALES Co., New 
York City—Lyric radio. 

Lovis BueHN Co., Philadelphia — 
Quiet May oil burners. 

GENERAL EQUIPMENT Co., Boston— 
Quiet May oil burners. 

ALEXANDER SEEWALD Co., 
Ga.—Stewart-Warner radio. 

Front Co., Wheeling, W. Va.—Gru- 
now refrigerators. 

WEBER DistRIBUTING Co., New York 
City — National Union radio tubes, 
Sprague condensers. 

GEORGE WorTHINGTON Co., Cleveland 
Stewart-Warner radio. 

WATERHOUSE-LESTER-SCOVEL Co., San 
Francisco—American Bosch radio. 

R. H. Kye Co., Charleston, W. Va. 
Stewart-Warner radio. 

CHANSLOoR & Lyon Stores, INc., San 
Francisco — Automatic washers and 
ironers. 

MownsEN - DUNNETAN - RYAN Co., El 
Paso, Tex.—Stewart-Warner radio. 

Newark DistrisutTors, INc., Newark, 
N. J.—Automatic washers and ironers. 

Rayspro Exectric Suppiies, INc., 
Tampa, Fla.—Jefferson sign transform- 
ers. 

Fox Evectric Suppty Co., Elgin, Ill. 
—Eveready batteries, flashlights, etc. 

Guiasco ELeEctric Co., St. Louis, Mo.— 
Automatic washers and ironers. 

Lewis & CarNELL Co., Philadelphia— 
Newton Maid washers. 

PEASLEE-GAULBERT CorpP., Louisville 
& Atlanta — Grunow radio. 


Atlanta, 























































Hus Cycre & Rapio Co., Boston, 
Mass. — Lyric radio. 

Kricu DistrisuTtinc Co., Newark, 
N. J.— ABC oil burners. 


SPECIALTIES DistRIBUTING Co., De- 
troit — Grunow radio. 


Obituary 


W. W. Gambill, Sr. 

W. W. Gambill, Sr., president of the 
Braid Electric Co., Nashville, Tenn., 
passed away on August 19. Born in 
St. Louis, Mo., in 1872, Mr. Gambill 








W. W. Gambill, Sr. 


moved to Nashville at an early age 
and became associated with the Braid 
Electric Co. in 1894, Several years later 
he became the head of this company 
which, at that time, was engaged prin- 
cipally in electrical contracting, doing 
business throughout several states. In 
1921 the company entered the whole- 
sale field as distributors of radio and 
electrical equipment. 

Mr. Gambill is survived by two 
sons, one of whom, Ben S. Gambill, 
is secretary of the Braid Electric Co. 


v 


Frank Dee Schwartz 


Frank Dee Schwartz, who had been 
active in electrical circles in the mid- 
dle west until his retirement five years 
ago, was killed in an automobile traffic 
accident in Oak Park, IIl., on Septem- 
ber 19. 

Mr. Schwartz, who was 63 years old, 
had resided in Oak Park for the past 
31 years. A native of Fond du Lac, 
Wis., he was connected with the Elec- 
tric Appliance Co. of Chicago as city 
service manager for several years. 
From 1914 to 1933 he was manager of 
the Chicago office of the Indiana Rub- 
ber and Insulated Wire Co. He was 
also a former president of the Inland 
Glass Co. Mr. Schwartz was a 32nd 
degree Mason and the funeral rites 
were in charge of Siloam Commandery. 
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Now SOLD WITHOUT JUICER 


Some of your dealer’s customers want 


a food mixer without the juice ex- 
tractor. Now you can give them 
what they want—the Hamilton Beach 
Model B Food Mixer with beaters and 
TC 


two mixing bowls for $18.75*, the 
lowest price ever offered. Attach- 
ments, including juice extractor, are 
sold separately. 


This change keeps the mixer in the 

attractive price range below $20.00. It will be another sales 
stimulus to what is now an outstanding “turn over” appliance. 
Again Hamilton Beach leads the way to greater volume and 
profit. 

Attachments: Juice Extractor, $2.75; Meat Grinder, $3.00; Slicer- 
Shredder, $3.50; Coffee Grinder, $3.00; Potato Peeler, $8.00; Power 
Unit to operate Meat Grinder and Slicer-Shredder, $4.50. 

“Western Prices: Mixer, $19.75; Juice Extractor, $3.00; Meat Grinder, 
$3.25; Slicer-Shredder, $8.75; Coffee Grinder, $3.25; Potato Peeler, 
$8.50; Power Unit, $4.75. 


(All prices subject to change without notice) 


HAMILTON 








©¢ very Hamilton Beach Food 
Mixer that is sold to Dealers, De- 
partment Stores and Public Utili- 


ties — large or small —is sold 
through a Wholesaler.” 


We made this statement in Electrical 
Wholesaling a year ago (October, 
1932 )—we repeat it today. It sums 
up, in a few words, the Hamilton 
Beach policy—100% jobber-dealer 
distribution, with a full profit for all 
on every sale. 


Hamilton Beach 


Manufacturing Co. 
RACINE, WIS. 
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Manufacturers’ 


Activities 


ton? news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Rosen Appointed Distributor 

by RCA Victor 

Raymond Rosen & Co., prominent 
Philadelphia wholesalers, have been ap- 
pointed wholesale distributors for RCA 
Victor products in portions of Pennsyl- 
vania, Delaware and New Jersey, ac- 
cording to an announcement by the RCA 
Victor Co. 

A separate sales organization within 
the company, for the sale of radio ex- 
clusively, has been set up with Ben 
Witlin as manager. Witlin was associ- 
ated with the Victor sales organization 
when the company led the country in 
sales of Victrolas. 

RCA Victor is also represented in the 
Philadelphia area by the Schaffhauser 
Corp. 

v 


National Union Offers 
Auto Radio Service Manual 
National Union Radio Corp., New 

York City, is distributing its ‘Official 
Automobile Radio Service Manual.” 
H. A. Hutchins, general sales manager, 
states that this manual has been pro- 
duced in response to the trade demand 
for a book incorporating installation 
and service data on all principal auto- 
mobile radio receivers. 


Heretofore, the dealer interested in 
automobile radio has been forced to 
gather a miscellaneous lot of informa- 
tion from a number of sources as best 
as he could. Now, in one book, he has 
an orderly arrangement of vital in- 
formation pertaining to installation, 
servicing, noise suppression and proper 
aerial hook-up. 

This new manual has been made 
available to the trade as one of Nation- 
al Union’s regular equipment offers. 


Vv 


Seamans Now District Manager 
for Warren Telechron 

The Warren Telechron Co. an- 
nounces that Robert W. Seamans, 
formerly assistant to A. J. Frank, sales 
promotion manager, has been ap- 
pointed district manager in St. Louis, 
Mo., to cover Kansas, Nebraska, Mis- 
souri and western Iowa. P. Gordon 
Johnston has taken over Mr. Seamans’ 
former duties. 


v 


Strohecker Joins Thomas & Betts 


Thomas & Betts, Elizabeth, N. J., has 
announced the appointment of F. A. 
Strohecker, 2207 First Ave., S., Seattle, 
Wash., as its representative in Wash- 
ington and Oregon. 





Saturday Afternoon in Pittsburgh: These fellows are keeping things active on a 





Saturday afternoon at the Doubleday-Hill Electric Co., Pittsburgh, Pa. From the 
left, they are: C. E. Parks, Ilg Electric Ventilating Co.; N. W. Haekin, H. S. 


Hehman, and F. L. Ambrose, all of the Doubleday-Hill Electric Co., and C. W 


Roy, representing the Wheeler Reflector Co. 





New Detroit Distributor for 
Standard Electric Stove 

The Standard Electric Stove Co., To- 
ledo, Ohio, has announced the appoint- 
ment of Buhl Sons Co., Detroit, Mich., 
as distributor for eastern Michigan, In 
addition to this company, distribution of 
Standard electric ranges in Michigan is 
now handled by Morley Bros. of Sag- 
inaw, the Independent Electric Co. of 
Muskegon and the Capitol Electric Co 
of Lansing. The Home Modernizing 
Co. of South Bend handles several bor- 
der counties in the southeastern section. 


v 


Eureka Is Building 
Large Resale Organizations 
An expansion program calling for the 
employment of between 2,000 and 4,000 
retail salesmen between now and Jan- 


uary 1 has been announced by Fred 
Wardell, president, Eureka Vacuum 
Cleaner Co. 


Chief aim of the expansion program 
is to help dealers, who cannot afford 
at this time to place salesmen in the 
field. The majority of the factory op- 
erated sales groups will be re-sale or- 
ganizations, which will make all sales 
through dealers, department stores and 
utilities. 

Appointment of John B. Tubergen 
as director of personnel to handle the 
field organization also was announced 
by Mr. Wardell. A. L. McCarthy, vice- 
president in charge of sales, will direct 
the program. 

v 


Federated Sales Service Appoints 
Field Representatives 
John M. Sweeney of the Federated 
Sales Service, Boston, Mass., has an- 
nounced the appointment of Edward T. 
Clark as Ohio representative with head- 
quarters at 1236 Standard Bank Bldg., 
Cleveland. Charles W. Parker, former- 
ly with the Alexander Hamilton Insti- 
tute, will cover upper New York State, 
Vermont and western Massachusetts. 
He will be located at 90 State St., Albany. 
The purpose of the Federated Sales 
Service is to assist manufacturers and 
manufacturers’ agents in making suitable 
sales and advertising connections. 


























Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
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gen That one line is the COLT-NOARK. 
the 
iced cas See coe A 
rity Every unit in this line is designed to meet 
rect a particular need, thoroughly well made 
and priced fairly enough to allow the 
ints wholesaler the profit he is justly entitled to. 
ated If you are laboring with a question like the 
an- 
es. | Cat. No. 8636 one above, COLT-NOARK has the answer. 
2ad- 
dg., | 
| COLT’S PATENT FIRE ARMS MEG. CO. 
ate, | Pioneers of Protection Since 1836 
etts. 
wei | ELECTRICAL DIVISION HARTFORD, CONN. 
ales 
= | Boston Chicago New York Philadelphia 





















































































CHRISTMAS MERCHANDISE | 








Buffet Server 


Designed for serving at a buffet or Sun- 
day night supper, this electric server for 
keeping food hot and appetizing is a 
giant hot water dish, half filled with 
water, which is kept between 160 and 
180° by a concealed electric heating ele- 
ment. Into the receptacle are placed four 
porcelain casserole dishes, two large (2%4 
qt.) and two small (1% pt.). These 
dishes each have chromium covers with 
black wooden handles. Server itself has 
two long wood bar handles and can easily 
be moved from place to place. Operates 
on either a.c. or d.c. 110 to 120 volt, 25, 
40 or 60 cycle circuits. Consumes about 
150 watts. Server is 18” long, 11” wide 
and 5” high, overall. Can be kept on 
buffet or serving table in the dining room. 
Chase Brass & Copper Co., Specialty Sales 
Dept., 200 Fifth Ave., New York City.— 
Electrical Wholesaling, October, 1933. 


Grand Piano Lamp 


Musicians, mu- 
sical houses, con- 
cert halls and 
teachers are all 
prospects for this i 
grand piano lamp {if 
which is guaran- 
teed to adequately 
light both pages 
Made 


of music. 
with four styles 
of shades. Nos. 


1666 and 1645 are 
entirely opaque 
and reflect all 
light directly on 
notes. Nos. 1668 
and 1667 are bro- 
cade etched glass 
both notes and keys. May be washed 
without harming finish, H. G. McFad- 
din & Co., 40 Warren St., New York City. 
Electrical Wholesaling, October, 1933. 


Christmas Tree Stand 


Built like a steel tower for strength 





and reflect light on 


with truss rods and_ steel riveted 
throughout, this 
stand folds up nen706170 


like an umbrella 
to compact size 
when not in use. 
The stand is 
ready for the tree 
by simply spread- 
ing the tripod— 
no parts to add 
or assemble. The collar, with triple 
crank-screws, holds the largest or 
smallest tree in perfect alignment, re- 
gardless of shape. Feet are curved for 
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floor protection and easy moving with- 
out lifting. Water container of gener- 
ous capacity preserves tree for weeks. 
Finished in attractive Christmas green 
color. List price, $1.25. The Seiss Mfg. 
Co., Phillips Avenue and N. Y. C. Ry., 
Toledo, Ohio.—Electrical Wholesaling, 
October, 1933. 


Table Radio 


Here is a radio that may be placed 
away from the wall, out into the room. 
It can be 
tunedin 
without ris- 
ing from an 
easy chair. In 
this model is 
the lasting 
harmony of 
the original 
Du hic 2a 
Phyfe table 
from which 
it was pat- 
terned — plus 
the lasting 
harmony of 
the 10-tube 
Stewart- 
Warner 
superheterodyne chassis. Dimensions 
are 28” high, 18” wide and 14%” deep. 
It is equipped with a combination an- 
tenna, ground and power cord. Stewart- 
Warner Corp., 1826 Diversey Pkwy., Chi- 
cago. — Electrical Wholesaling, October, 
1933. 





Humidifier 


Housed in a beautiful vase, this humidi- 
fier combines a new type of water vapor- 
. izer with 
motorized 
fan that cir- 
culates a 
large vol- 
ume of va- 
porized air 
throughout 
the home or 
office. Noise- 
less in oper- 
ation it 
causes no 
radio inter- 
ference. 
Cost of op- 
eration is 
low consid- 
ering large 
amount of vaporized air circulated. Vapor 
is circularized by means of motor and 
fan. Humidifier may be placed on a 
highly polished table and operated for 
hours without moisture accumulating on 
the surface. There is no waiting to heat 
a large volume of water—a snap of the 
switch and the humidifier starts circulat- 
ing vaporized air almost instantly. Owing 
to the efficiency of heating element and 
the fan circulating system it is not neces- 
sary to keep humidifier in constant oper- 
ation to obtain the desired humidity. The 
Carryola Co. of America, Milwaukee, 
aoe Wholesaling, October, 





Modernistic Waffle lrons 


Modernistic art features 
waffle irons which will be 


two new 
combined 





with the Westinghouse china base 
model waffle iron to make a complete 
line. The introduction of a new grid 
pattern prevents the escape of steam at 
the handle. The irons are finished in 
gleaming chrome plate, with striking 
black Moldarta handles. Model WFA-4, 
illustrated, is automatic, maintaining a 
correct waffle baking temperature. This 
waffle iron lists at $8.95. Model WF-4 
is a heat indicating type. A signal in- 
dicates the correct temperature for bak- 
ing, eliminating guesswork. It has a 
plain, lifetime chrome finish, 600 watts, 
and a grid diameter of 7%”. Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa.—Electrical Wholesaling, Oc- 
tober, 1933. 


Baby Bottle Sterilizer 


Now even the youngest member of the 
family may be remembered, electrically, 
at Christmas time. This automatic elec- 
tric baby bottle sterilizer sterilizes six 
standard sized baby bottles, nipples and 
other baby accessories in live steam. It 
also automatically shuts off current at end 

















of proper sterilizing period. Articles to 
be sterilized are washed and placed in 
convenient rack and basket. Current is 
plugged in, water is poured into base and 
when work is done current goes off. For 
use on 110 volt, a.c. Finished in ivory and 
black with aluminum dome. List price, 
$7.50. The Hankscraft Co., 121 N. Dick- 
inson St., Madison, Wis.—Electrical 
Wholesaling, October, 1933. 
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Toy Range 
A toy range that works just like 


mother’s. Plugs into base receptacle. Just 
half the height, just half the width of the 


regular kitchen range. It will bake, broil 
and cook foods on the surface burners 
just like larger ranges. Made of finest 
grade of materials, switches and heating 
elements. Standard Electric Stove Co., 
1718 N. 12th St., Toledo, Ohio.—Electrical 
Wholesaling, October, 1933. 


Piano Lamp 


This lamp is equipped with two clock 
spring clamps ready to attach instantly 
over the front of the piano. Clamps are 
felt-lined to protect the finish of the wood. 
Furnished with candelabra key socket and 
a long tubular bulb. If desired, an inter- 
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mediate base bulb can be used by remov- 
ing the reducer in the socket. Shade is 8” 
long, 134” in diameter and swivels. Fin- 
ished in mahogany and old rose. Fur- 
nished with 8 ft. of Underwriters ap- 
proved cord and bakelite handle cap. 
Eagle Electric Mfg. Co., 59-79 Hall St., 
Brooklyn, N. Y.—Electrical Wholesaling, 
October, 1933. 


Automatic Iron 


“Master” automatic electric iron No. 38 
is one of three automatic models made 
by this company. This 1000 watt model 
insures plenty of heat—doesn’t cool or 
“lag” down, Has highly polished chrom- 
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ium plate, glass-smooth ironing surface. 
Sturdy, durable, long-lasting thermostat, 
saves 40% on current. Lifetime heating 
element embedded in sole plate insures 
even heat distribution—no hot spots, no 
cold edges. Long sloping point and bev- 
eled edge makes it easy to iron around 
buttons and pleats and tucks. Coleman 
Lamp & Stove Co., Wichita, Kan.—Elec- 
trical Wholesaling, October, 1933. 


Automatic lron 


This “White-Cross” automatic iron has 
finger-tip adjustment over the full range 
of ironing 
temperatures 
from 275 to 
510°. It does 
not vary 
more than 
five degrees. 
Thermostat 
is mounted 
low into re- 
cess of sole 
plate to give 
instant re- 
sponse to 
temperature 
changes. Comfortable back tilted handle 
fits the hand and relieves wrist strain. 
Beveled edge allows full vision, covers 
more surface at each stroke and gets un- 
der and around buttons, folds, pleats, 
gathers and ruffles. Attractively designed 
shell fits snugly over the finest grain gray 
iron sole plate. Has an easy tilt, firm 
setting heel rest. List price, $3.95. Na- 
tional Stamping & Electric Works, 3212 
W. Lake St., Chicago.—Electrical Whole- 
saling, October, 1933. 





Radio Convenience Outlets 


Combining antenna, ground and az.c. 
connections in a single gang outlet. No. 
133, at left, is a very popular seller. Used 
extensively in homes, apartments, hotels, 
in re-wire jobs and adaptable to any place 
where a radio set is in operation. Two 


























tip plugs included. List price, No. 133, 
brass, $1.35; No. 133-B, bakelite, $1.35. 
Number 156, shown at right, is a single 
gang radio outlet for antenna and ground 
connections. Receptacles are of polished 
bakelite marked “ANT.” and “GND.” 
Complete with two plugs for antenna 
and ground wires. Suitable for wherever 
a radio set is installed. List price, No. 
156, brass, and No. 156-B, bakelite, each 
at $0.75. Yaxley Mfg. Co., Division of P. 
R. Mallory & Co., Indianapolis, Ind.— 
Electrical Wholesaling, October, 1933. 


Heater Cord Set 


Six features are stressed by the manu- 
facturer of this cord set. (1) Non-break- 





able rubber attachment with long, con- 
venient hand grip, firmly attached contact 
blades and neat appearance. (2) Super- 
flexible cord, extra long, extra strong, 
with highest rating given by Underwriters 
Laboratories. (3) Trouble-proof con- 
nector plug of special Thermoplax which 
will not disintegrate under appliance 
heat. (4) Contact clips of brass with 
auxiliary steel spring to give uniform and 
permanent grip of contact posts. (5) 
Locking screws hold connector body to- 
gether permanently. (6) Approved by 
Underwriters Laboratories and by Good 
Housekeeping Institute. Guaranteed 
against all ordinary defects in workman- 
ship and materials—also against breakage 
of the attachment cap, burnout of the 
contact clips, breakage of the connector 
and breakage of the cord in normal use. 
Rated at 10 amps., 125 volts; 5 amps., 250 
volts—suitable for new type, 1000 watt 
electric flatirons. Cutler-Hammer, Inc., 
261 N. 12th St., Milwaukee, Wis.—Elec- 
trical Wholesaling, October, 1933. 


Electric Tea Kettle 


Available in five pt. or 10 pt. sizes, 
this kettle boils water quickly. A spe- 
cially designed 1000 watt immersion 
type heating unit makes possible re- 
markable speed and economy. Resist- 
ance wire is of high grade nickel chro- 
mium alloy brazed to monel terminals. 





Unit is embedded in cement and en- 
cased in single piece aluminum shell— 
thus giving direct contact and high 
thermal efficiency. Operates on 110 volt 
a. c. or d.c. List price, five pt. model, 
$6.50, 10 pt. model, $8.00. West Bend 
Aluminum Co., West Bend, Wis.— 
Electrical Wholesaling, October, 1933. 
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Electric Roaster 


This oval-shaped roaster will accommo- 
date a 10-lb. ham, a six-lb. chicken or a 
complete family dinner. Cooking well and 





cever are enameled, easy to clean as a 
china plate. Body, base and handles are 
of baked Japan in ivory and brown, also 
ivory and green. Sides and bottom are 
enameled with pure mineral wool fibre, 
34” thick on the sides and 1%” on the 
bottom, keeping the heat inside and the 
kitchen cool. Bottom of the cooking well 
is also heated. National Enameling & 
Stamping Co., Milwaukee, Wis.—Elec- 
trical Wholesaling, October, 1933. 


Electric Wastior 


The ‘‘Beautysage’”’ 
keeps the facial contours 
firm and _ youthful, it 
stimulates the skin and 
scalp and restores vigor 
to all parts of the body. 
It is neat in appearance, 
light in weight, quiet in 
action and easy to han- 
dle. A very appropriate 
gift that will be greatly 
appreciated. Tired nerves 
and muscles are gently 
relieved by the mild 
action of the body appli- 
cator. It softens the 
beard and conditions the 
face for the morning 
shave. The cup and 
sponge patter aid in the proper applica- 
tion of creams and lotions. List price, 
$6.00. Beauty Appliance Corp., 3021 
Washington Ave., Racine, Wis.—Electrical 
Wholesaling, October, 1933. 





Egg Service Set 


This set is a pleasing matched ensemble 
of the De Luxe egg cooker with durable 
polished ivory porcelain, decorated with 





shining silver and four beautifully matched 
egg cups, also useful poaching attach- 
ments and a gleaming chromium plated 
service tray. Cooker is simple to 
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operate. A few teaspoons of water 
are poured into cooker according to de- 
gree of hardness desired and in five sec- 
onds the eggs are cooking in live steam. 
When steam stops current goes off and 
eggs are done. New improved poaching 
attachments make it easy to _ poach, 
scramble, shirr or steam fry eggs. List 
price, De Luxe egg cooker only, $5.50; 
complete egg service set, $8.50. The 
Hankscraft Co., 121 N. Dickinson St., 
Madison, Wis.—Electrical 
October, 1933. 


Cleopatra Smoker's Lamp 


The graceful fig- 
ure of this siren of 
Egypt is bathed in 
the light of a hand- 
some lamp. The sin- 
gle detachable cig- 
arette container (20 
cigarette capacity) 
at her feet and the 
nest of smoke- 
trough ash trays bal- 
anced on her hand 
should help to make 
any Anthony com- 
fortable. “Cleo” is 
available in antique 
bronze or silver with 
rust or beige shades. 
United States Elec- 
tric Mfg. Corp., 222 
W. 14th St., New York City.—Electrical 
Wholesaling, October, 1933. 








Lantern and Torchiere 


Especially adaptable for the Christmas 
trade is the torchiere illustrated at the 
left. This lantern is designed for deco- 
ratively lighting that dark corner on the 
radio or end table. Can be used in pairs 
on buffet, mantel or console table. The 





bracket 


combination 
shown on the left can be used to best 
advantage in taverns, grills, beer gardens 


lantern and log 


and wherever a “different” lighting fix- 
ture unit is desired. Gruber Bros., 72 
Spring St. New York City.—Electrical 
Wholesaling, October, 1933. 


Food Mixer with Attachments 


This portable mixer does not have to 
be inverted in order to use the extractor. 
The motor may be lifted from the stand 
and used for mixing over the stove in a 
double boiler or any pan. The mixer has 
self-revolving bowls. A complete set of 
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attachments is available. This mixer is 
distributed only through legitimate whole- 
salers. No sales are made direct to con- 
sumers or dealers. Large department 
stores and public utilities must buy from 
the established wholesalers. Hamilton 
Beach Mfg. Co., Racine, Wis.—Electrical 
Wholesaling, October, 1933. 


Toy Transformers 


Capacities in the “Universal” line of 
toy transformers range from 50 watts for 
operating small narrow gauge train out- 
fits, to 150 watts for operating large, 
heavy duty 
train outfits 
and numer- 
ous acces- 
ories. Model 
illustrated is 
equipped 
with sliding 
type voltage 
control, This 
feature provides smooth and positive ac- 
tion at all times. Electrical contacts for 
increasing or reducing secondary voltage 
are enclosed within case, insuring long 
life, easier operation and ‘increased satis- 
faction to the user. New, one-piece bind- 
ing posts with knurled heads and burred 
ends prevent removal and loss. Each 
transformer is equipped with two-prong 
plug and cord for easy attachment, also 





with sub-base to insure cool operation. | 


Names of toys which each model will 
operate are displayed on package, thus 
eliminating possibility of selling trans- 
formers of insufficient capacity to satis- 
factorily handle the toys sold. Jefferson 
Electric Co., Bellwood, Ill.—Electrical 
Wholesaling, October, 1933. 


Cigar Lighter 
“Scottie” has his nose quite close to the 
This clever 


fire, but never gets burnt. 
and handy 
unit is finished 
in Verdi- 
green bronze. 
Height 3”, 
length 4%”. 
Can be used 
in any room 
in the home 
or in the of- 
fice. United 
States Electric Mfg. Corp., 222 W. 14th 
St., New York City.—Electrical W hole- 
saling, October, 1933. 
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Electric Ventilators 


“Aeropel” Model No. 28, illustrated be- 
low, is for a window installation and con- 
sists of an eight bladed aluminum wheel 





with motor, spring mounted to porcelain 
finished window frame with glass panels. 
Quiet operating chrome plated motor is 
totally enclosed and is three-speed rever- 
sible, 1080, 880 and 680 R.P.M. Unit is 
furnished with 13% ft. of rubber coated 
3-wire conductor cord, 3-pole polarity dis- 
connection plug, control box with coated 
3-speed switch and reversing switch and 
the necessary rails, glass and window 
poles for opening and closing window. 
Model No. 54, shown below, is for instal- 





lation in an outside wall and consists of 
an eight blade aluminum wheel with mo- 
tor, spring mounted on a porcelain fin- 
ished face plate. Unit furnished com- 
plete with weatherproof wall box and 
manually operated shutter. Furnished 
with 3% ft. of rubber covered 3-conduc- 
tor cord, a triple pole polarity cap, flush 
polarity plug receptacle and a control 
box with 3-speed switch and reversing 
switch. American Blower Corp., 6000 
Russell St., Detroit, Mich.—Electrical 
Wholesaling, October, 1933. 


Wringer Type Washer 


The most important features of this 
Model 66 washer are the finger-tip con- 
trols which start 
and stop both 
wringer and agi- 
tator. Porcelain 
wringer has 
safety release as- 
suring maximum 
safety. New type 
agitator firmly 
but gently grips 
clothes and gives 
an over and un- 


der “cushioned 
washing action” 
without depend- 


ing on water ac- 
tion to circulate 
clothes. Other 
features include: 
new tub design; exclusive patented mo- 
tor switch; one piece top frame and 
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splash ring; convenient lug for hang- 
ing top cover when not in use; rubber 
wheeled casters; noiseless operation; 
porcelain finished agitator, center post 
and agitator set in special depressed 
safety well which prevents tearing of 
clothes. Altrofer Bros. Co., Peoria, IIl. 
—Electrical Wholesaling, October, 1933. 


Sanitary Toaster 


The “E-Z-Kleen” toaster is available 
in two models, No. 842, chrome plated 
finish with 
detachable 
cord and 
No. 840, 
nickel 
plated fin- 
ish with 
cord at- 
tached. A 
com bi- 
nation of 
one piece 
element 
support and 
bread rack 
with simple 
locking device makes it easy to remove 
base for thorough cleaning, preventing 
damage to toasters. 
This results in 
longer life and serv- 
ice to the consumer 
and practically elim- 
inates repair expense 
and trouble for the 
dealer and _ whole- 
saler. Made-Rite 
Mfg. Co., Sandusky, 
Ohio.—Electrical Wholesaling, 
1933. 
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Non-Stop Time Switch 4 


In its unique de- 
sign the “Utility” 
claims to meet the 
more general time 
switch require- 
ments thereby re- @ 
ducing the need 
for special models. ° 
Although it com- 
bines the advan- 
tages of both mo- 
tor and spring 
power, Model 89 is 
not self - winding. 
It has a strictly re 
motor oe whieh I 
movement, which 
continues to give 
accurate time and 
reliable service despite current failures 
and slight variations in current frequen- 
cies. Specifications include 30 amp. capac- 
ity single pole mercury to mercurv 
switch; self-starting a.c. induction motor, 
subsidiary spring power and jewelled 
escapement, all housed in weatherproof 
aluminum case. List price, $18. Walser 
Automatic Timer Co., Chrysler Bldg., 
New .York City.—Electrical Wholesaling, 
October, 1933. 
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"Hi-Speed" Broiler 
What this broiler will do—broil ordi- 
nary steaks and chops, both sides, in 
seven to 10 minutes; steak for sand- 





wiches in two to four minutes; three 
Ib. steaks in 16 to 18 minutes; chickens 
in 12 to 15 minutes; frankfurters in 
three to four minutes. In steaks and 
chops there is absolutely no loss of 
juice. It will broil fish; grill potatoes; 
toast four slices of bread at one time; 
toast rolls; make cinnamon toast. In 
general, it opens up opportunities for 
new kinds of cookery not possible in 
any other broiler. Capacity five to six 
tenderloin steaks. With 1500 watts the 
reflected heat is very intense and ex- 
tremely penetrating. Heating unit is 
self-cleaning, grease flowing away from 
center of griddle. Operating cost at 5 
cent rate is 7% cents per hour. The 
Silex Co., Hartford, Conn.—Electrical 
Wholesaling, October, 1933. 


Kitchen Ventilator 


Adjustable wall boxes for built-in in- 
stallations and adjustable panels for win- 
dow installations can be furnished for 
these nine and 12 in. ventilating fans for 
residence kitchen use. The nine and 12 in. 
fans are electrically reversible. By means 








of a toggle-switch control, the direction 
of air movement of the fan is reversed— 
thus serving to draw in outside air, in- 
stead of exhausting kitchen air. Emerson 
Electric Mfg. Co., 2012 Washington Ave., 
St. Louis, Mo—Electrical Wholesaling, 
October, 1933. 
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Adjustable “Three-Lite™ 


This is a complete, portable lighting 
fixture, consisting of three individually 
adjustable reflectors, 36” of socket chan- 
nel wired complete with 6 ft. of port- 
able heater cord; two universal mount- 





ing brackets, and one set of color 
screens and holder. The Wilson pat- 
ented adjustable clip reflectors have the 
exclusive feature of automatic focusing 
various size lamps from 60 to 150 watts. 
Each reflector can be instantly adjusted 
either horizontally or vertically to pro- 
ject the light exactly where needed. 
Unit can be mounted from wall, ceiling 
or transom bar by merely installing 
brackets with four screws. Reflectors 
are made of an all-metal alloy and have 
a permanent and highly efficient reflect- 
ing surface. According to the manufac- 
turer, from actual tests, the efficiency 
of this reflector is the equal of silver 
glass. List price, complete, $7.50. Wil- 
son Lighting, Inc., 2337 N. Hoyne Ave., 
Chicago.—Electrical Wholesaling, Octo- 
ber, 1933. 


Portable Cabinet Dishwasher 


Household electric dishwashers have 
proven to be a profitable Christmas pro- 
motion for electrical dealers and dis- 
tributors. December has been the peak 
month for retail sales of portable mod- 
els of the Conover for each of the last 
six years, possibly because husbands 








who have to help do dishes think it 
an excellent gift for the little woman. 

The Model F-4 Conover shown above 
with its square steel cabinet and 
chrome-plated, flat worktop represents 
new beauty in portable dishwashers for 
home use. Though completely portable 
it fills from the faucet and empties into 
the sink. The Conover Co., 3123 Car- 
roll Ave., Chicago.—Electrical Wholesal- 
ing, October, 1933. 
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Long and Short Wave Radio 


“De Wald” Model 580 incorporates new 
simplifications in the short wave switch. 
A simple flip of the finger brings in air- 
plane, police and amateur signals. Tonal 
qualities on both broadcast and_ short 
wave reception have been greatly im- 
proved. The new cabinet is of the organ 
grille type and acoustically designed for 
thorough receptive results. Woods are of 
fine, hand rubbed walnut and worked out 
in a pleasing two-tone effect. Illuminated 
dial is calibrated in kilocycles. Pierce- 
Airo, Inc., 520 Sixth Ave., New York 
City. — Electrical Wholesaling, October, 
1933. 


Hair Remover 


“Beautytrim” is the 
answer to the modern de- 
mand for a safe and effi- 
cient method of remov- 
ing superfluous hair. It 
clips the hair almost as 
close as shaving with a 
smooth gliding action 
and without the slightest 
danger of cutting or irri- 
tating the skin. It may 
be plugged into any con- 
venient outlet and, in a 
few minutes, superfluous 
hair is completely re- 
moved. It may also be 
used for outlining the 
neck line, removing hair 
from the neck, cutting 
bangs and for light trim- 
ming of hair, beards and 
moustaches, List price, 
$12.95. Beauty Appliance Corp., 3021 
Washington Ave., Racine, Wis.—Electrical 
Wholesaling, October 1933. 


Auto "B" Power Unit 


This “B” power unit delivers constant 
voltage and maintains the original tone 
quality, vol- 
ume and re- 
ception qual- 
ities of the 
radio. It may 
be installed 
in any car, 
either un- 
der the floor 
board, in the 
body, or in 
the regular “B” battery box. Measures 
73%%"x45~"” and weighs only 12% Ibs. 
Emerson Electric Mfg. Co., 2012 Wash- 
ington Ave. St. Louis, Mo.—Electrical 
Wholesaling, October, 1933. 
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Door Chimes 


Chimes, especially appropriate during 
the holiday season, add to the charm 
of any home. Each “Melody” chime is 


permanently and perfectly tuned by ex- 





perts, richly burnished by hand and 
then lacquered to preserve the golden 
lustre. Made from the finest bell metal 
(from a special formula adapted from 
historic carillons of Flanders). The vol- 
ume of tone and cadence may be easily 
regulated by means of a single adjust- 
ment screw to meet the particular re- 
quirements of the installation. List 
price: “Flanders,” complete, two tones, 
$15; “Trinity,” complete, six tones, 
$39.50; “Cathedral,” complete, eight 
tones, $49.50. The Melody Co., 5163 
Highland View Ave. Los Angeles, 
a Wholesaling, October, 
1933. 


All-Metal "Buss" Lights 

The decorated model, left, with its 
tall, slender base and deep shade, makes 
an exceptionally useful and handsome 
desk or table lamp. Yet it has all the 
regular “Buss” clamping, hanging and 
adjusting features that make it far more 
useful than an ordinary desk or stand 
lamp. Finished in either rich statuary 
bronze or cool pastel green, it is enriched 





by gold banding on base and shade. The 
model on the right is designed for those 
who want the many useful features of 
the “Buss” light at the lowest cost. 
Many choose this model for basement, 
closet, workbench or garage. Others may 
use it as a bed lamp or just as a handy 
light. Finished in bronze or pastel green 
lacquer. Bussmann Mfg. Co., University 
at Jefferson, St. Louis, Mo.—Electrical 
Wholesaling, October, 1933. 
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"Culinaire" Food Preparer 


Strikingly different, the “Culinaire” 
combines common sense design, excep- 
tional durability and maximum eye-ap- 
peal. It beats, juices, whips, shreds, 
mixes and chops. In no way should it 
be confused with the ordinary motor- 
ized egg beater. With motor and driv- 
ing mechanism in the base, there is no 
oil or grease above the mixing bowl. 
The low center of gravity eliminates 
danger of tipping. No reduction gear 
or other special parts are required to 
operate the attachments, as they all slip 
over the same vertical power shaft. 
Consumes about 135 watts. Capacity 
of bowl 3% qts. Dimensions 10” high, 
10” wide and 11%” deep. List price, 
complete with bowl, juicer and beaters, 
$24.50. Shredder plates, hopper and 
feeder $5.50 extra. P. A. Geier Co., 540 
E. 105th St., Cleveland, Ohio.—Elec- 
trical Wholesaling, October, 1933. 


Electric Casserole 


This casserole has ‘a two-qt. capacity 
and cooks dishes sufficient for a family of 
eight. Cook- 
ing top is 
made of por- 
celain enam- 
el set into 
the outer 
body and 
surrounded 
on the sides 
by the heat- 
ing units, 
outside of 
which is a 
%” wall of 
pure mineral 
wool fibre, thoroughly insulated for re- 
taining of heat. Bottom has 14” insula- 
tion of the same material. Porcelain 
enameled cover sets into a depression in 
turned flange of cooking pot. Thus steam 
condenses and fills groove where cover is 
set, forming a perfect seal which retains 
natural juices and flavors. Will not heat 
up room nor burn table. Fitted with six 
ft. cord, plug for any electric socket, also 
plug for high and low temperature cook- 
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ing. Consumes 325 watts on “high” and 
120 watts on “low,” 110-120 volts. Na- 
tional Enameling & Stamping Co., Mil- 
waukee, Wais.—Electrical Wholesaling, 
October, 1933. 


Deep Fryer 
Modern and inexpensive, this electric 
deep fryer meets every requirement in 
preparing crisp French fried food. It 
requires less oil because of the snugly 
fitting basket and narrow shape. All 
available space is used for the food. 





Accurate temperature guide insures cor- 
rect results. Cooking oil may be used 
over and over again by cleaning with 
filter paper. Specifications are: capac- 
ity, fryer volume, one gal.; working re- 
quirements, only three pts. of oil or fat. 
1150 watt Chromalox unit is ring type, 
6” in diameter. Heavy 10 ft. cord has 
convenient switch near appliance. List 
price, completely equipped, $17.50. West 
Bend Aluminum Co., West Bend, Wis. 
—Electrical Wholesaling, October, 1933. 


Electric 'Handylathe" 


This is not a heavy duty machine, but 
is designed for the boy or man who 
likes to make things, and is well within 
the reach of any purse. Induction mo- 
tor is mounted on head stock so that 
drive wheel acts directly on three-speed 





pulley. No belting is required to lose 
power or slip. In shifting to the vari- 
ous speeds it is only necessary to lift 
motor with left hand and slide it for- 
ward or back as desired. A finger-tip 
switch is located conveniently on top of 
motor. Unit can be attached perma- 
nently to work bench, is finished in gray 
and green enamels and comes complete 
with motor, cord and plug cap, and spe- 
cial wrench which fits all adjusting nuts. 
Operates on 105 to 115 volt, 50 to 60 
cycle a. c. only. Chicago Electric Mfg. 
Co., 2801 S. Halsted St., Chicago.—Elec- 
trical Wholesaling, October, 1933. 


Electric Range Utensils 


The Dutch oven illustrated is one of 
the most popular units in the “Black 
Beauty” set of kitchenware. This set 
comprises the eight cooking utensils most 
commonly used in the modern home. It 


wey 
yy 





offers the following features: chip-proof 
and stainless; permits healthful, waterless 
cooking ; wide, fast heat-conducting black 
bottoms and straight sides permit electric 
stove cooking; saving of 10 to 40 per 
cent in fuel cost, either gas or electricity ; 
chromium covers and cool bakelite han- 
dles and knobs. Federal Enameling & 
Stamping Co., Pittsburgh, Pa—Electrical 
Wholesaling, October, 1933. 


Toy Steam Engine 


Built to give exceptional service this 
new “Power Boy” engine has a heavy, 
seamless, solid copper boiler, highly 
polished and lacquered to preserve fin- 
ish. Other points that will please the 
boy operator are: loud whistle; accu- 





rate water gauge; heavy duty safety 
element that heats rapidly; heavy cast 
fly wheel; large machined drive pulley; 
safety valve; accurately machined brass 
piston; cylinder, running parts and 
heavy steel base finished in bright red 
enamel. Model illustrated lists at $3.00, 
others up to $9.95. Metal Ware Corp., 
Two Rivers, Wis.—Electrical Wholesal- 
ing, October, 1933. 


Radium Luminous Locators 


“Undark” radium luminous locators are 
made in two styles; the pendant type for 
use with pull chain socket and the screw 





type which replaces one of the ordinary 
screws holding a switch plate in the wall. 
List price, 10c. U.R.S. Products Division, 
535 Pearl St., New York City.—Electrical 
Wholesaling, October, 1933. 
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Automatic Washers 


Model 41-A, 
shown at left, 
is now equipped 
with exclusive 
“Duo-Disc” in- 
vertible agitator 
which washes a 
few pieces or a 
tubful in either 
washing posi- 
tion. “Floating 
power” motor 
is cushioned and 
insulated in 
rubber. Rubber 
cushion ring on 
lid. “Lovell” 
all-metal 
wringer with 
2%” balloon 
rolls, metal 
hand guide 
rails. Enclosed worm and segment drive 
rings in oil. Base and legs welded. Pump 
equipment at additional cost. Model 45-A, 
at right, also 
has the “Duo- 
Disc” agitator. 
Large capacity 
porcelain tub is 
gleaming white 
inside and out. 
Lid of green 
porcelain en- 
amel with white 
spreckle, has 
rubber cushion 
ring. “Cham- 
berlain” all- 
metal wringer 
has 2%” bal- 
loon rolls with 
Universal re- 
lease bar. In- 
corporating all 
the leading con- 
struction fea- 
tures of Model 41-A, this washer has a 
sealed gear case. Automatic Washer Co., 
Newton, Iowa. — Electrical Wholesaling, 
October, 1933. 








Oven-Type Toaster 


Modern in design as A Century of 
Progress, the “Toastwell” toasts two slices 





of bread on both sides at the same time— 
light, medium or brown—automatically. 
It goes on low heat when plugged in. 
When switch is set, toaster automatically 
goes on to high heat and a bell rings 
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when toasting is completed, at which 
time toaster automatically returns to low 
heat, keeping toast hot until ready to 
serve. To serve, just raise basket by lift- 
ing with a single knob, Handles remain 
cool. Utility Electric Co., 620 Tower 
Grove, St. Louis, Mo.—Electrical Whole- 
saling, October, 1933. 


Safety Night Light 


A gift, both moderate in price and of 
great utility, is this safety night light 
consisting of a trans- 
former enclosed in a 
beautiful Plaskon shell. 
The transformer steps 
down the current from 
110 volts to the proper 
voltage for an ordinary 
flash light bulb, 3.8 volts. 
The light uses so little 
current that ordinary 
meters will not turn 
when only this light is 
connected. Fills an @n- 
tire room with a soft 
moonlight glow, making 
all objects visible yet not interfering with 
sleep. Suitable for use in bathroom, hall, 
basement, nursery, it also has many uses 
in factories, stores, hospitals, filling sta- 
tions, etc. List price, $1.00.. Hamilton 
Beach Mfg. Co., Racine, Wis.—Electrical 
Wholesaling, October, 1933. 





Gooseneck Health Lamp 


This new model of the “Vim Ray” 
health lamp is provided with a flexible 
arm base. The substantial cast iron 
base is attractively fluted. By means of 
the flexible arm the lamp may be in- 
stantly adjusted to any angle. The 
lamp, which may be instantly removed 
from the arm, has a 734” copper reflec- 





tor finished in mirror nickel and is 
equipped with push-through switch, 
wood handle and 7% ft. approved cord 


and plug. The 200 watt therapeutic 
bulb is of the clear type. Finish is 
Delph blue. Available for 100-240 volt, 


a.c. or d.c. The Fitzgerald Mfg. Co., 
Torrington, Conn.—Electrical Wholesal- 
ing, October, 1933. 


"Handy" Drier 


A convenient, but inexpensive house- 
hold appliance for drying silk hose, 
gloves, lingerie, etc., this drier does not 








radiate excessive heat like a radiator, 
which is so damaging to silks, but in- 
stead produces a penetrating warmth 
that dries slowly and thoroughly. The 
“Handy” drier consists of a low-voltage 
heating element carefully wrapped in 
asbestos and shielded by a properly 
spaced wire screen. A wire rack on 
top slides up or down to adjust for va- 
rious sized articles. Operates on 115 
volts, consumes 160 watts, weighs less 
than a pound and is small enough to 
stand almost anywhere. Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
a Electrical Wholesaling, October, 


Portable "Handysaw" 


This power driven and portable saw 
will produce many useful and interest- 
ing novelties. It is powered by an in- 
duction type motor, geared directly to 
the saw blade for maximum pulling 
power. Blade stroke is about 3%” and 
has a true vertical action; also has a 
convenient on-and-off switch mounted 
on motor body. Entire assembly stands 
15%” high and is* 1534” long. Work 





table to handle large 


is big enough 
work easily. Adjustable hold down shoe . 
permits operator to follow curved or 


straight lines accurately. Comes com- 
plete with cord and plug cap attached 
and one saw blade. Operates on 105 
to 115 volts, 50 to 60 cycle a. c. only. 
Chicago Electric Mfg. Co., 2801 S. Hal- 
sted St., Chicago.—Electrical Wholesal- 
ing, October, 1933. 
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Chafing Dish Set 


This set has been developed to meet 
the new demand for chafing dishes for 
which the advent of 3.2 beer is respon- 
sible. Features of the chafing dish are: 
sturdy construction; Chrome plate fin- 











ish; pressed steel base; brass utensil 
pans, three pt. capacity; attractive blue 
Calmold handles and knobs; two heats, 
“high” for cooking and “low” for sim- 
mering. The complete beverage serv- 
ice as illustrated, comprise jug and six 
10 oz. tumblers, trimmed with blue 
lines to match the dish. List price, set, 
$14.45; chafing dish only, $12.95. Gen- 
eral Electric Co., Merchandise Dept., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, October, 1933. 


Spinner Type Washer 


Here is a complete home laundry unit 
that washes, rinses, blues and damp- 
dries. It performs every laundry oper- 





ation and at the same time insures ab- 
solute personal safety to the operator. 
Interesting points are: solid, one-piece 
porcelain enamel spinner basket of 
double bearing construction; exclusive 
corrugated washing compartment, por- 
celain inside and out and new French 
type agitator. Women will appreciate 
the fact that this Model 75 washer does 
not have a single exposed moving part. 
The simple, faultless mechanism is com- 
pletely sealed and quieted in a blanket 
of oil. There is an absence of wringer 
wrinkles, and unit is equipped with an 
automatic drain pump. Altorfer Bros. 
Co., Peoria, Ill._—Electrical Wholesaling, 
October, 1933. 


"Challenger" Radios 


“Challenger” Model 760 is a nine-tube 
superheterodyne circuit, enclosed in a 
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beautiful cabinet. It is equipped with 
twin speakers, automobile (dash type) 
escutcheon; Shadowgraph tuning, visual 
volume, visual tone control and stands 
38%” high. Model 705, shown below, is 
a six-tube superheterodyne circuit with 





automatic volume control and _ vernier 
tuning. The cabinet is of butt walnut with 
solid walnut top and fluted ends that add 


grace and beauty. Stands 8%” high. 
Zenith Radio Corp., 3620 Iron St., Chi- 
cago.—Electrical Wholesaling, October, 


1933. 
Food Mixer 


As a Christmas gift item a food mixer 
is an outstanding favorite. The “Mix- 
master” mixes, mashes, whips, beats, ex- 
tracts fruit juice, blends mayonnaise, etc., 
and now, with many new attachments 
that grind meat, chop food, shred, slice, 





grate, peel potatoes automatically, grind 
coffee, sharpen knives, polish silver (even 
an ice cream freezer attachment) it will 
be more in demand than ever. It is port- 
able—simply carry mixers to the mixing 
task or let them work by themselves on 
the stand. Will not interfere with radio 
reception. Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago.—Electrical 
Wholesaling, October, 1933. 


""Handifone" 


The “Number 200” line of inexpensive 
telephones are made for four distinct sys- 
tems, including a private line two-station 
system on which either wall phones or 





hand type desk phones may be used. Both 
styles of phones are packaged in an at- 
tractive colored carton, the phones being 
supplied with wire, “Blake” staples and 
wiring diagram. S. H. Couch Co., 89 
Broad St., Boston, Mass. — Electrical 
Wholesaling, October, 1933. 


Auto Radio 


Sensitivity and selectivity have been 
stepped up to where the “Motortone” 
rivals the house radio in power, range 
and tone. These new developments pull 
in new volume and clarity far from 
broadcasting stations. Current con- 





sumption has been reduced to a point 
where operation requires current so lit- 
tle that there is not strain on the bat- 
tery—actual consumption being less 
than that of the headlight bulb. The 
new “Motortone” is listed at $49.50. 
Pierce-Airo, Inc., 512 Sixth Ave., New 
York City—Electrical Wholesaling, Octo- 
ber, 1933. 


"Extractolator"™ 

New in design, construction and prin- 
ciple, this coffee-maker is said to take all 
the guess-work 
out of coffee 
making. It nev- 
er boils the cof- 
fee hence it ex- 
tracts none of 
the bitter flav- 
ors. Capacity is 
from two to 


eight cups of 
full - flavored 
coffee. Shows 


just how much 
coffee and ex- 
actly how much 
water to. use. 
It is self-con- 
tained; there are no fragile bowls, no 
cloths or filter papers, no extra stoves or 
heater. Sanitary and easy to clean. Fin- 
ished in non-tarnishing chrome, trimmed 
in jet black. List price, $6.95. Robeson 
Rochester Corp., Rochester, N. Y.—Elec- 
trical Wholesaling, October, 1933. 
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Washer for Kitchen Use 


The “Kompakt” is a four-sheet family 
washing machine especially designed for 
use where 
h ousewife 
must wash in 
the kitchen. 
When used 
for washing 
tub and. me- 
chanism ele- 
vate to 34” 
high by 
turninga 
crank on 
side of cabi- 
net, requir- 
ing only 
three lbs. of 
pressure to 
raise. When 
washing is 
done tub and 
mechanism 
are lowered 
into cabinet in the same manner and cabi- 
net stows away under kitchen table, sink 
or in a closet. Weight of washer and 
cabinet, 140 
Ibs. An iron- 
er attach- 
ment is fur- 
nished as an 
accessory 
which oper- 
ates off 
washer mo- 
tor when at- 
tached to 
wringer post. 
Flat table 
top of cabi- 
net locks in 
convenient 
position so 
that operator is able to sit down to iron 
and has a suitable work table. A porce- 
lain-top kitchen table is also available 
as an accessory with storage space for 
wringer and ironer attachment. In 
ivory color it measures 25” by 40”. List 
price, washer, $84.50; ironer attachment, 
$29.75. J. J. Keith Associates, 570 Lex- 
ington Ave., New York City.—Electrical 
Wholesaling, October, 1933. 








"Defrost-O-Clock" 


Most efficient refrigeration is obtained 
by keeping the chilling unit defrosted. The 
“Defrost-O-Clock” 
will automatically 
turn off the power 
to the refrigerator 
every night and 
after defrosting 
the unit will turn 
on the power. 
Once the clock has 
been connected and 
properly set in op- 
eration, no atten- 
tion is required. 
Locate the clock 
on or near refrig- 
erator so that it, 
can be conveni- 
ently plugged into 
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outlet formerly used for refrigerator. In- 
sert into this receptacle the special combi- 
nation plug and receptacle attached to the 
clock cord. Plug refrigerator into re- 
ceptacle portion of special plug. The 
Bryant Electric Co., Bridgeport, Conn.— 
Electrical Wholesaling, October, 1933. 


Oven Toaster 


Meeting the demand for a large ca- 
pacity toaster, this oven model toasts 
both sides of two slices at one time. It 
takes up very little more space than 
ordinary one-slice toasters. Bread rack 
tips out and down on hinge removing 

















toast completely from oven. Finished 
in chromium plate, Blue Diamond fin- 
ish which will not rust or tarnish. Long- 
life nichrome wire units are wound on 
best quality ruby India mica. Black 
bakelite handles and fibre feet. Land- 
ers, Frary & Clark, New Britain, Conn. 
—Electrical Wholesaling, October, 1933. 


French Cabinet Radio 


Something new in radio! The top is 
just the right size and height to hold a 
lamp and ash 
tray. And those 
two drawers at the 
bottom are real 
ones in which 
cards, bridge 
scores and a radio 
log can be kept. 
Constructed of 
the finest woods 
with genuine 
hand carving on 
the upper half of 
the drop lid. It is 
a cabinet that can 
be used in any 
room inthe 
home. It  meas- 
ures 33%” high, 
18” wide and 15” 
deep. This walnut commode cabinet 
houses the Stewart-Warner  10-tube 
superheterodyne chassis. Stewart-War- 





ner Corp., 1826 Diversey Pkwy., Chi- 
cago.—Electrical Wholesaling, October, 
1933. 

Fan-Heater 


The “Heetflow” is a portable, motor 
driven combination fan and _heater, 
equipped with a switch which operates 
either the fan or heater. Thus it can be 
used as a heater in winter and as a fan 








in summer. The special fan delivers a 
greater volume of air resulting in more 
uniform temperature due to increased cir- 
culation. Motor is shaded pole type; no 
radio interference; oilless bearings. Has 
Chromalox enclosed type 1000 watt heat- 
ing element. Finish is art style bronze. 
List price, $10.50. Edwin L. Wiegand 
Co., 7595 Thomas Blvd., Pittsburg, Pa.— 
Electrical Wholesaling, October, 1933. 


Portable and Fireplace Heaters 


Forced heat 
plus direct heat 
feature both the 
“Heetaire” No. 
131, shown at 
left, and the 
fireplace model 
illustrated at 
the right. Each 
model has two 
elements — one 
floods the heat 
direct from the 
fan and the 
other reflects it 
in front of the 
heater. Both have three switches; one 
controls fan only and may be used for 
producing breezes in summer; other two 
control, inde- 
pendently, the 
two heating ele- 
ments. Induc- 
tion fan motor, 
50-60 cycle a. c. 
Number 131 is 
a 1500 watt, 115 
volt heater, size 
18” high by 12” 
wide and 10” 
deep. Furnished 
in burnt brass at $18.50, in polished bronze 
or Pewter and black at $21.00. The fire- 
place “Heetaire” is supplied with two spe- 
cial bulbs for illumination of coal basket 
and two patented twirlers for flame effect. 
Reflectors chromium plated and _ highly 
polished, 15” long. Size is 20” high, 25” 
wide and 15” deep. Capacity 1300 watt, 
115 volt. Burnt brass finish, $35.00, also 
polished bronze or pewter and_ black, 
$35.00. Markel Electric Products, Inc., 
145 E. Seneca St., Buffalo, N. Y.—Elec- 
trical Wholesaling, October, 1933. 
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New Connector Plug with Outside Springs 











Connector Plugs. 


This plug has contact pressure springs 
on outside of case. Contact clips proper 
have no springs wrapped around, nor any 
springiness, Outside springs also serve to 
hold halves of connector together, elimin- 
ating the two screws and nuts commonly 
used. It is claimed that this new con- 
struction remedies the basic fault of pre- 
vious connector plugs by shielding the 
springs from heat, instead of confining the 
heat around the springs. The two halves 
of plug actually separate when inserted 
on prongs of appliance, thus giving a 
ventilating effect. Body is made of new 
“high-heat” genuine Thermoplax. Ex- 
tremely “moderne” in appearance, these 
plugs are packed in a colored box to in- 
crease their salability. Cutler-Hammer, 
Inc., 261 N. 12th St., Milwaukee, Wis.— 
Electrical Wholesaling, October, 1933. 


Cleaner-Purifier 


A wel- 
come Christ- 
mas @ift 
for the busy 
housew i fe, 
this purifier 
is powerful, 
light and 
easy to use. 
It cleans all 
floor cover- 
ings with 
speed and 
thorough- 
ness and 
without con- 
scious effort. 
P o werful 
suction re- 
moves em- 
bedded dirt; 
revolving or 
sweep-ac- 
tion brush 
removes 
surface lint, 
hair, ete: 
Model 44 has 
sweep action 
brush, Model 45 has motor-driven revolv- 
ing brush. List price, $57.50. P. A. Geier 
Co., 540 E. 105th St., Cleveland, Ohio.— 
Electrical Wholesaling, October, 1933. 
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Moderately Priced Mixer 


Number 51 “White Cross” food mixer 
and juice extractor is beautifully designed, 
easy to use, and requires no adjustments. 
It has a powerful three-speed, air cooled 
motor, with thoroughly concealed brushes. 
Motor tilts back, allowing beaters to 
drain into the mixing bowls. Motor is 


designed to fit the hand and can be car- 
ried from the stand to the stove or work 
board. Unit comes complete with large 


—— 





and small mixing bowls and juice extrac- 
tor. Finish is opaque Seville, while mo- 
tor and stand are finished in Sunny River 
green. List price, $16.50. National 
Stamping & Electric Works, 3212 W. 
Lake St., Chicago.—Electrical Wholesal- 
ing, October, 1933. 


Automatic Coffee Maker 


The secret of this coffee maker is the 
new and magical pump which halts the 
percolating process when the coffee is 
ready to serve. Pumping automatically 
stops at the first appearance of steam— 
that is the signal that the coffee is done. 





There are no dials to set, no thermostat, 
nothing to bother about. No delicate 
parts to break or get out of order. Re- 
quires no watching as there is no over- 
cooking. Available in several models and 
designs any of which make pleasing and 
acceptable gifts. Coleman Lamp & Stove 
Co., Wichita, Kan—Electrical Whole- 
saling, October, 1933. 


Cabinet Type Fan 


The beautifully designed steel cabinet 
of this new “Bonair”’ fan is finished in 
two-toned brown which blends with the 
most tastefully decorated surroundings. 
Screen and cabinet provide complete pro- 
tection from bodily injury and also pro- 
tect curtains, draperies, display goods, 
paper, etc., from fan blades. If desired, 
slow rhythmic oscillation of cabinet may 
be secured through control lever at back 
of cabinet. Handle at top and back of 
cabinet provides convenient means for 
carrying. Century Electric Co., St. Louis, 





Mo. — Electrical 
1933. 


Wholesaling, October, 


"Monitor" Waffle lron 


The “Monitor” bakes perfect waffles 
automatically—makes them light or dark 
or medium brown. It tells you when to 
pour the batter in and when to take the 
waffle out. The automatic heat control 
enables you to make the waffles light or 





dark, according to your preference. Em- 
bossed cover with black trim. Cool 
handles. Complete with cord, directions 
and delicious recipes. List price, $9.95. 
Robeson Rochester Corp., Rochester, N. 
Y.— Electrical Wholesaling, Ooctober, 
1933. 


Light Weight Iron 


Full size, weighing only three lIbs., this 
light weight iron is guaranteed to iron 
everything faster, better and easier than 
any standard size iron made. It reaches 
ironing heat faster—keeps hotter all 





through ironing. Brilliantly finished in 
chrome plate, with tapered nose and 
pointed heel, rosewood handle and bake- 
lite heat-adjusting lever, and smart, mod- 
ern back rest. Chicago Flexible Shaft 
Co., 5600 Roosevelt Rd., Chicago.—Elec- 
trical Wholesaling, October, 1933. 
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New Sales 
Opportunities 


A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 











Infra-Red Lamp 


This new floor-type infra-red (heat) 
lamp operates at 110-115 volts and 


supplies infra-red rays from a 250- 
watt Mazda CX tungsten filament 
lamp. The lamp, according to recent 
tests, has three times the depth of 


penetration of carbon filament and 
carbon heater-type lamps. The deeper 
penetration from this new lamp, it is 
stated, gives the beneficial infra-red 
effects within short exposure periods, 
without the physical discomfort of ex- 
treme heat. The lamp has a polished 
aluminum reflector, mounted on a 
flexible applicator neck to provide 
complete adjustments. Overall height 
of fixture is 58”. List price, $9.95. Gen- 
eral Electric Co., Merchandise Dept., 
Bridgeport, Conn. ‘Electrical Wholesal- 
ing, October, 1933. 


Sight Meter 


Not only does this remarkable device 
measure light, but it indicates the mini- 
mum amount of light one needs for 
every purpose just as the ordinary 
household _ ther- 
mometer indicates 
healthful temper- 
atures. It is an 
adaption of a bat- 
teryless photo- 
electric cell and is 
so simple to read 
that even a child 
can understand it. 
This pocket - size 
meter is indispen- 
sable for checking 
intensities of arti- 
ficial lighting in- 
stallations. It will 
check the main- 
tenance of fix- 
tures. It may in- 





directly prescribe a thorough washing 
of shades, etc. It will act as the keen- 
est judge in giving a decision on the 
practicability of the foreign vs. Mazda 
lamps. It will indicate when the condi- 
tion of walls and ceilings is retarding 
proper reflection of light. It tells when 
worn out bulbs should be replaced. 
And, with it, the merchant may easily 
and quickly determine the proper atten- 
tion-compelling light intensities for his 
merchandise displays. The Sight Meter 
renders a lifetime of useful and bene- 
ficial service. Even the slightest of sav- 
ings it effects will more than offset its 
moderate price. Sight Light Corp., 
Chrysler Bldg., New York City.—Elec- 
trical Wholesaling, October, 1933. 


All-Rubber Lamp Cord 


The advantages, of this all-rubber 
lamp cord over silk- or cotton-covered 
cord for table lamps, extensions, etc., 
are that it will not ravel, and will with- 
stand hard usage. This cord will main- 
tain its appearance of newness because 
dust will not accumulate on the sur- 
face and it can be cleaned readily with 
a damp cloth. The cord, designated as 
Type SJ-PO, is extremely flexible. It 
will not kink. Standard colors are olive 
green, brown, black and ivory; other 
colors can be supplied on special order. 
The cord carries the approval of the 
Underwriters Laboratories. The flexi- 
ble, tinned copper conductors are insu- 
lated with 30 per cent rubber com- 
pound, and the outer jacket is of a com- 
pound containing a high percentage of 
pure rubber. The conductors are readily 
identified by the color of the insulation. 
General Electric Co., Merchandise Dept., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, October, 1933. 


New Switch Line 


“Large inside, small outside” aptly 
expresses the major features of a new 
line of compact switches. While the 
cabinets have considerably smaller ex- 
ternal dimensions, the novel arrange- 
ment of the base permits the entire 
area of the back of the box to be used 
for wiring. This is accomplished by the 
elevation of the base from the back of 
the box by means of four mounting 
posts allowing ample room for wires. 
To further facilitate wiring, the base is 
quickly and easily removable by loos- 
ening (not removing) four screws. To 
better illustrate the compactness of the 
line, the 3-pole, 60-amp., 575 volt model 
is only 13%” high, 8” wide and 5%” 
deep as compared with the overall di- 
mensions of the conventional corre- 
sponding switch of about 17”x1434”x 
6%”. A unique front operating feature 
is provided. The operating handle is 





mounted on the side of the box indepen- 
dent of the balance of the operating 
mechanism so that no bolted sections 
are required. The door is hinged at the 
bottom. These switches have a com- 
plete interlock, quick make and quick 
break and also a double-break method 
used in “Saflex” panels. Square D Co., 
Switch & Panel Division, Detroit, Mich. 
—Electrical Wholesaling, October, 1933. 


New Neon Lamps 


Three new neon glow lamps have re- 
cently been announced which provide 
low power consumption, long life and 
low brilliancy in general indicator serv- 
ice. These three lamps are rated %, 1 
and 2 watts, 110-120 volt and have me- 
dium screw base. The 2-watt lamp has 
an S-14 bulb and lists at 50c. The 
others have G-10 bulbs and list at 40c. 
All three have a resistance built into 
the base. With the exception of the 
Y% watt lamp, which operates on a.c. 
only, these lamps may be burned either 





$ WATT 





2 WATT 


on a.c. or d.c. Low power consump- 
tion, long life (approximately 3000 hours 
at normal voltage) and low brilliancy 
make these neon lamps economical 
light sources for pilot lights, location 
markers, current indicators in household 
and industrial electrical appliances, sig- 
nal lamps for call systems, and for 
night lights in sickrooms and hospitals. 
The 2-watt size is particularly suitable 
for residential house numbers or simi- 
lar uses of 24-hour service. Westing- 
house Lamp Co., Bloomfield, N. J.— 
Electrical Wholesaling, October, 1933. 
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Lewis & Carnell Hold Big Dealer 
Meeting 

About 500 dealers met at the Bellevue 
Stratford Hotel, Philadelphia, on Sep- 
tember 28, as guests of the Lewis & 
Carnell Co. Showings of the following 
lines occupied the afternoon. Crosley 
radio, Cunningham tubes, Newton wash- 
ers and Eureka cleaners. In the evening 
an elaborate stage show was preceded 
by a short dealers’ meeting at which 





Wiremold makes it Pay! 


brief talks were given by representatives | 


of these manufacturers. 
Vv 


Transfers Announced by 
Westinghouse Electric Supply 


C. M. Mackey, formerly branch mana- | 


ger at Tulsa, Okla., has been transferred 
to Oklahoma City as branch manager, re- 


placing W. F. Cleveland, who is on leave | 


of absence because of illness. 


W. A. Brent, formerly a salesman in | 


the St. Louis house, has been appointed 
branch manager at Tulsa, Okla., replac- 
ing Mr. Mackey. 


v 


"Jimmie" Mook Now with 
Raybro 
J. A. (“Jimmie”) Mook, Jr., who is 
well known throughout The entire state 


and is an “old timer” in the electrical sup- | 


ply business in Florida, is now selling 
for Raybro Electric Supplies, Inc., of 
Tampa. He was connected with the old 
Pierce Electric Co., (later the Westing- 
house Electric Supply Co.) for a period 
of about nine years. In 1930 he joined 
the Southern Radio Distributors, Inc., as 
district manager at Jacksonville, and in 
1931, when Dixie Radio Distributors, 
Inc., took over the activities of the South- 
ern Radio Distributors, Mr. Mook con- 
tinued with the new company as manager 
for Florida, southern Georgia and south- 
ern South Carolina. Later he returned 
to the Westinghouse Electric Supply Co., 


in Jacksonville, handling dealer contacts | 


and sales promotional activities in the | 


refrigeration department. 


v 


Kansas City Association 
Promotes Adequate Wiring 
G. W. Weston, secretary-manager of 

the Electric and Radio Association of 
Kansas City, reports that: 
“At present there is a spurt in residen- 


tial building. With no newspaper ad- | 
vertising this year and with no field man | 
to maintain all the close contacts that | 


should be made, it’s a fight to keep up 
on things. To aid inthis the Association 


has compiled a list of 50 architects, | 
builders and electrical contractors who | 
are now active in residential construc- | 


tion, and is sending them a series of let- 
ters bearing on adequate wiring.” 








““Better-Light, Better-Sight’’ spells 


“‘Opportunity’” for Every Wise 
Contractor... And the Wise Sales- 


man who helps him make the most 
of it! 


HY? Because Wiremold makes it easy and 
practical to modernize and relocate lighting 
circuits to the best advantage of his customers 
and himself. He can SELL the hesitating 
prospect by SHOWING the economy and wis- 
dom of a Wiremold installation —and then 


DO THE JOB at a profit! 








THIN MODEL 


WINS? 


—w here Service and 
Adaptability Count 


a ry ) 
The Levolier Thin model Switch No. 41 is an 
=a 








achievement in small switches. The above actual 
size picture shows it is less than 5% of an inch 
in thickness. . . In spite of its smallness, it 
retains all of the practical characteristics of the 
} famous Levolier line. It is the smallest 6 amp. 
switch made. 
At the left are shown sixlogical uses for this practical Levo- 
lier, which may be in three different stem lengths. 


You’ll make no mistake in ordering 
these Levolier Thin Model Switches 


| MAC GILL) 
MANUFACTURING CO. | 2s. 


Flectrical Specialties of Quality Soldering Flux 
Stow Tertius 
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No. 110 Latrobe 
Watertight Box 


Showing how the ta- 
pered unit receptacle 
fits tapered opening in 
top of box body. 15 to 


profits. 


20 minutes installation 
time 
box. 


saved on each 


Wiring 


sales. 






and Box 


by the 





Point out to your contractor friends 
that today, more than ever before, the 
time they save while performing wiring 
jobs is their chief source of increased 


The Latrobe line of floor boxes and 


made to effectively reduce the time 
required for their installation. 


Use this point about the Latrobe line 
to make new friends and increase your 


No. 300 “Latrobe” 
Midget Floor Receptacle 


The only non-watertight 
floor Receptacle and Box 
on the market approved 
} Underwriters’ 
Laboratories for installation in wood floors. 


Manufacturers of Quality Floor Boxes and Wiring Specialties 


specialties are designed and 


FULLMAN 
MFG. CO. 


LATROBE PA. 














For intermittent lighting 


1-Watt 
Bulb G 10 





A single control board in a large auto- 
mobile factory carries 180 Neon Glow 
Lamps as indicators for motors and 
safety switches. The designer, elec- 
tricians and operators find these 
lamps ideal because they are sensi- 
tive, long-lived, low in current con- 
sumption, cool and glareless. Neon 
Glow Lamps are available in sizes 


free from lag 
NEON 
GLOW LAMPS 


from 14 to 3 watts, and a few cents 
covers the cost of operating any of 
them continuously for a whole month. 
For pilots, signals, exit lights, strobo- 
scopes, oscillators and hundreds of 
other uses. Get the details on the new 
low prices and their many uses from 
General Electric Vapor Lamp Com- 
pany, 891 Adams St., Hoboken, N. J. 


570 Copr. 1933, General Electric Vapor Lamp Co. 


GENERAL ELECTRIC 
VAPOR LAMP COMPANY 


HOBOKEN, N. J. 

















Lay Off, Boys, They're Poison: This St. 


Louis trio was snapped at Sunset Hill 


Country Club. On the left is John 
(Sharpshooter) Casey, Graybar’s mid- 
iron maestro, about to tee off. Next is 
Fred (Siege-Gun) Hoffman, United 
Electric Supply Co., who knocks ’em a 
mile, then W. A. (Hap) Ward, of West- 
inghouse Electric Supply Co., whose 
specialty is Grand Slams in No Trumps. 





Dun & Bradstreet Reviews 
the Electrical Supply Trade 
Production and sales of electrical sup- 

plies have improved definitely during the 
past four months, attributed to increased 
industrial buying, a more popular de- 
mand for household appliances, and the 
urgent requirements for heavy electrical 
brewery equipment. By comparison 
with the eight months of 1932, the gain 
in the total of dollar sales has ranged 
from 5 to 20 per cent, with the rise in 
unit volume nearly of the same percent- 
age. Stocks are averaging from 20 to 35 
per cent larger than at this time last year. 
The outlook now is considered more en- 
couraging, and leading supply houses ex- 
pect to round out the year’s business with 
at least a small margin of profit, despite 
the fact that the continued tardiness of 
collections is retarding progress to no 
small degree. 

While the present outlook is more en- 
couraging than it has been in years, 
future improvement in merchandise sales 
will depend upon a further broadening 
of employment, while sales of wiring and 
other construction materials will be con- 
tingent on a revival of building activities. 
This industry, like many others, is basing 
high hopes on the benefits to accrue from 
operations under the code provided by 
the NRA, particularly in the way of 
greater price stabilization, elimination of 
unfair competitive practices, and wider 
employment. Many firms already have 
taken on Additional help, because of the 
adoption of the five-day week, according 
to a survey of the electrical supply trade, 
which has just been completed by Dun 
& Bradstreet, Inc. 

“Shipments of the smaller types of in- 
dustrial equipment and supplies have 
been enlarging steadily. During the past 
three years of comparative industrial 
idleness, many plants had borrowed parts 
from idle machines to keep those in 
operation in running order. Reviving 
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business, therefore, found equipment un- 
equal to requirements, and there has been 
a strong inflow of orders for parts of 
every description. 

“Refrigerators easily took the rank of 
precedence in the sales totals, with a 
strong second provided by washing ma- 
chines, the movement in both virtually 
being one from the manufacturer to the 
consumer, as dealers’ stocks are negli- 
gible. The demand for lighting fixtures 
and wiring has been rather sluggish, 
due largely to the lack of building activ- 
ity, and the advance of prices and the 
increased labor costs have caused some 
slowing down in installation work dur- 
ing the last sixty days. 

“Thus far, price rises in this trade have 
been neither general nor pronounced,” 
the survey points out, “as some items 
still are selling 7 to 10 per cent below 
the quotations of a year ago. The down- 
ward price trend, however, appears to 
have been checked definitely around June 
1, as revisions made since that date have 
been in an upward direction and decided 
advances are expected to be recorded as | 
soon as the NRA plans have had an op- | 
portunity to operate. 

“Copper wiring and other construction 
materials are selling as much as 25 per 
cent higher, rubber-covered wire has ad- 
vanced 50 to 75 per cent, while many 
appliances have been marked up from 5 
to 10 per cent. Only minor changes have 
appeared in the quotations on fuses, | 
switches, and lamps. | 

“The encouraging recession in fail- | 
ures, which started in 1932, has been 
more accentuated during the eight 
months of the current year. While the 
monthly average of the number of de- 
faults has been reduced only slightly | 
from last year’s showing, the monthly | 
average of involved liabilities has been 
lowered by nearly 35 per cent.” 














A Woman Executive: Miss M. E. Gavin, 
treasurer of the New England Electric 
Co., Denver, Colo., is also president of 
the Daughters of Colorado and is active 
in other association work. For a long 
time she was the only woman executive 
of an electrical house in Denver. 











Concentrate Your 


SALES 
EFFORT 


The Peerless Wireman” 


On this 2 H.P. "T.M.-2" Motor Starter 
with snappy positive action when selling 
manual operated motor control with over- 
load protection. 


10 Amp., 110-550 V. A.C. 
(With Thermostatic O.L. Protection) 


H. P. Ratings 





110 V. 220V. 440V. 550 V. 

A.C, A.C. AC. A.C. 
Polyphase _.............. 2 2 2 2 
Single Phase ........... l 2 y 2 
Direct Current............................ Vy H.P. at 250 volts 


FEATURES 


1. Surface or flush mounting. 

2. Ampere capacity regulated by size of relay heater. Relay heat- 
ers readily changed from the front of Switch. Group fuse relay 
heaters providing short circuit protection when two or more 
switches are grouped on a single set of fuses are interchangeable 
with regular relay heaters—refer Cat. page 61. 

3. Switch is capable of breaking the stalled rotor current at listed 
ratings. 

4. An overload on any phase automatically opens the entire 
Switch, completely disconnecting the motor from the line. 

5. The "Circle T' Duo-Break contacts interrupted the circuit by a 
simultaneous double break action which reduces the arc to such 
an extent that contact burning is reduced to a minimum and 
flash-over eliminated. 

6. Particularly adaptable for jogging. 


The Trumbull Electric Mfg. Co. 


A GENERAL ELECTRIC QB ORGANIZATION 





Plainville, Conn. 


Flush Plate— 
7” W. x 9%” H. 
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Buzzers. 


Signal Bells and Buz- 
zers are not season- 
able. For years they 
have been steady, 
profitable sales items 
for all jobbers han- 
dling them. Signal 
Bells and Buzzers are 
made for dependable 
service. They are of 
two coil construction, 
having clear, pleas- 
ing, distinct tones. 
Adjustable and non- 
adjustable types. If 
you do not have a 
Signal Bell and 
Buzzer catalog and 
allinformation 
about this complete 
line, today write 


SIGNAL ELECTRIC 
MFG. CO. 


Menominee, Michigan 





















Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 


Made exclusively by 


$.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. , 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 











What's New? E. J. 


Sharpe, assistant 
sales manager and I. F. Wilder, sales- 
man, Graybar Electric Co., Minneapolis, 
are in a Saturday morning session on 
the latest developments. 





Bare Neutral Wiring 

The argument advanced for the use 
of bare neutral wiring is that costs will 
be reduced. The present tendency 
throughout the electrical industry is 
toward simplification and standardiza- 
tion. Everywhere we hear requests for 
fewer types of boxes, simplification in 
connectors and devices that can be used 
interchangeably on any of the approved 
wiring systems available today. The Na- 
tional Electrical Code over a period of 
35 years has endorsed wiring methods 
that have been developed through experi- 
ence and each of these systems is known 
to be safe, economical and thoroughly 
satisfactory. One of the things we need 
in the electrical business is not more 
wiring systems but fewer systems with 
more standardization. Only through 
simplification and standardization of 
present safe and satisfactory wiring sys- 
tems can wiring efficiency and economy 
result. 

The proposed bare neutral wiring has 
been tried out repeatedly. It has never 
been uniformly adopted and the system 
now under consideration is one which 
has grown up almost over night and one 
on which very little actual experience 
has been obtained. However, from the 
little information available, it is evident 
that if this system is going to be installed 
safely, it can only be done through care- 
ful workmanship and close adherence to 
fixed grounding rules. In order to carry 
out these instructions, the experience up 
to date would indicate that there is no 
economy to be obtained over present in- 
sulated systems now approved by the 
National Electrical Code. 

In the bare neutral wiring, either con- 
duit or cable systems, special fittings are 
required throughout, introducing another 
factor which is detrimental to contrac- 
tors, manufacturers, utilities and the 
public. Its general use would ultimately 
require the complete re-design of boxes, 
fittings, and devices for insulated wir- 
ing systems. For these reasons, very 
careful consideration should be given to 
the endorsement of a system which is 
questionable in regard to its safety, econ- 
omy and experience. 
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Sales Volume Continue Upward 


You can sell this counter display board to 
your electrical, radio, hardware and other 
dealers who sell lamp cord. Used in every 
room in every home! Sells for 10c—and how 
it sells! “Automatic salesman” 4-color coun- 
ter card (shown above) tells the tale—makes 
the sale. Ask your Sales Manager to have 
these Justrite Counter Cards in stock! 
Be the next prize winner. 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Iil. 








LIGHTING 
FIXTURES 


for 


TAVERNS 
BEER 
GRILL and 
TAPROOMS 


Designs, service and co- 
operation will help you 
to get your share of profit- 
able business if you go after it. 
Write for Folio T 


GRUBER BROTHERS 


“The House of a Thousand Lanterns” 
72-78 Spring St. New York, N. Y. 
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Dr. Dameron to Head N.R.A. 
Wholesale-Retail Division 


Dr. Kenneth Dameron, assistant pro- 
fessor of marketing of Ohio State Uni- 
versity and also a member of the staff of 
the National Retail Dry Goods Associa- 
tion, has been appointed head of the 
Retail and Wholesale Division of the Na- 
tional Recovery Administration. This 
division is under the direction of Deputy 
Administrator A. D. Whiteside. 

For the past three years, Dr. Dameron 
has served as executive secretary of the 
Electrical Merchandising Joint Commit- 
tee. It was under his direction that this 
committee produced its recent report, 
“Merchandising Electrical Appliances.” 

Dr. Dameron has been assigned to all 
retail codes other than drug and food. 
He will also have a hand in the research 
work of retailing and wholesaling as a 
part of the Recovery Program. 


v 
North Carolina Requires 

Bracelet Label on Radio Sets 

Bracelet labels on every five feet of 
appliance cord used in installing a radio 
receiving set throughout North Carolina 
is required under a new law and ruling 
of state authorities. The recently enact- 
ed sales control law of North Carolina 
requires that all appliance cords must 
bear the underwriters bracelet label, 
which is applied to such cordage every 
five feet. Other states are expected to 
adopt similar regulations as a part of 
the national drive, sponsored by the Cord 
group of N. E. M. A., to gradually elimi- 
nate sub-standard and hazardous cords 
on lamps and appliances. 

E. C. Cannady, state electrical engi- 
neer and inspector, has stated that this 
ruling applies to all radio receivers, re- 
gardless of whether or not they have been 
listed by the Underwriters’ Laboratories. 
Thus, the listing of a receiver by the 


Laboratories does not enable it to be} 


sold in North Carolina without the 
bracelet label on the power supply cord. 








Le 
Daylight Fixture Display: D. P. “Doc” 
Ensign, Ensign Electric Supply Co., Min- 
neapolis, has his fixture display rooms 
in the corner of the building where win- 
dows on all sides provide light that shows 
the fixtures to advantage in daylight. 



























Pencitilied for 
FAST FITTING 


@ Speed in fitting means quicker instal- 
lation time—means greater satisfaction and savings 
in time and money to everyone concerned with 
the job. e That’s why Fretz-Moon Conduit and 
Couplings are threaded by precision threading 
machines that cut a deep, sharp, true thread free 
from rough spots and burrs—a thread that starts 
easily and runs free and fast to a tight fit. e Short 
lengths, cut to fit on the job, are easily threaded, be- 
cause Fretz-Moon Conduit—the only conduit made 
by the “continuous process”—is free from “burnt” 
or hard spots in the metal that cause threading 
trouble. e Fretz-Moon Conduit is available in all 
standard sizes and in three finishes taat meet all 
conditions of service. 


Steel and Tubes, Inc. 
CLEVELAND + OHIO 


Exclusive Sales Agents 


FRET Z- 
MOON 


Rigid 


conduit 


UNDERWRITERS” 
LABORATORIES 


UNDERWRITERS’ 
LABORATORIES 

INSPECTED 
CONDUIT 
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UNIVERSAL 
WIRE CONNECTOR 


Now made in one size to take all 
common combinations 


CONEX UNIVERSAL CONNECTORS 





Made in America, 
patented and li- 
censed under the 
basic American 
patents (678752 
and 1700985 and 
are approved at 
the Underwriters’ 
Laboratories. 


There are no legal difficulties to be faced 
regarding the sale of 


CONEX 
UNIVERSAL CONNECTORS 


The coated cap inside the bakelite con- 
nector is corrosive—and rustproof. They 
are easily, quickly and safely applied. 


They are designed to save time at in- 
creased efficiency. 


Ask for distribution information and 
prices at:— 


WEISS & BIHELLER, Inc. 


584 Broadway 
NEW YORK CITY 

















YAGER'S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


V/> pound cans........ $0.50 ea. 

| pound cans........ 80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 











Ask for 
FREE SAMPLE 





Alex R. Benson Co. Inc. 
Hudson, N. Y. 








Picking the Fast Sellers: H. A. Shepherd, 
Shepherd Electric Co., Baltimore, Md., 
is looking over the complete sample book 
of lugs as presented by George H. Read, 
H. B. Sherman Manufacturing Co. 





New Publications 
MERCHANDISING ELECTRICAL Ap- 
PLIANCES — Electrical Merchandising 
Joint Committee, 225 W. 34th St., New 
York City. 325 pp. 68 tables. 2 charts, 
2 ill. $4.00. A textbook of appliance 
merchandising. Contains a wealth of 
information on the distribution of elec- 
trical appliances through wholesalers, 
utilities, department, hardware and fur- 
niture stores, also chapters on servic- 
ing, advertising and selling, testing of 

appliances and trade relations. 

Vv 


Latest Trade Literature 


Hart Mrc. Co., Hartford, Conn.—Bul- 
letin 10A, “Remote Control Equipment,” 
a 32-page booklet describing remote con- 
trol equipment, relays and momentary 
contact switches. 

Ratco Mrc. Co. 125 N: Albany St., 
Chicago.—Bulletin 120-C (4 pp.) covers 
the Ralco line of explosion proof gaso- 
line pump junction boxes and fittings. 

EMERSON EL ectric Mrc. Co., St. Louis, 
Mo.—Four page bulletin describing new 
capacitor start, induction-run type KS mo- 
tors for refrigerator and other high start- 
ing torque service. 

KoHLer Co., Kohler, Wis.—Broadside 
describing new 800 watt, 32 volt d. c. elec- 
tric plant available in four models, bat- 
tery and non-battery with automatic or 
manual control. 

ELectric SERVICE SupPPLIES Co., Phila- 
delphia—Large broadside on floodlighting, 
profusely illustrated with over 30 photo- 
graphs of typical installations. 








CIRCLE Mrs.Co. 
OFFERS 


A Complete Line of 
WIRING DEVICES 


For the Jobber 
Circle F Mfg. Co., us 


Trenton, N. J. 





MEMBER 





WE DO OUR PART 














GET BEHIND 









PUSH THESE TWO LEADERS 





EAGLE-EYE FUSE 


Underwriters’ Approved 
Hydro Approved 


It pays to buy and 
sell only “approved” 
fuses. 

This is one of the 
fastest selling items. 
It should be yours 


too. 








UNDERWRITERS’ APPROVED 
CARTRIDGE FUSE 


Made in all amperes and voltages 


We manufacture a complete line of 
elements; Desk Lamps, Flashers and 
Wiring Device Specialties that are 
profitable for you to sell because 
EAGLE products are sold through 
wholesalers. 


EAGLE ELECTRIC MFG. CO., Inc. 


59 Hall St., Brooklyn, N. Y. 


IDEAL 


Gives a 
Knockout Blow 
to Wasteful 
Methods 











THEY SAVE TIME—SAVE MONEY—MAKE 
BETTER JOINTS. That’s why leading con- 
tractors and manufacturers have standard- 
ized on IDEAL (solderless-tapeless) Wire 
Connectors. 

Users have thrown out the obsolete solder 
and tape method and through simple change 
in construction have eliminated expensive 
plug connections, terminal blocks, binding 
posts, ete. Show your customers how they 
ean do likewise—then watch the repeat 
business. 
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P upon request. Convince yourself 
—then your customers. 
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WIRE CONNECTORS 
Ideal Commutator Dresser Company 


1047 Park Avenue, 














Sycamore, Ill. 





Who ever heard of real live rubber 
drying out? It won't! The fabric in 
Plymouth Tape is so thoroughly im- 
pregnated with pure live rubber that 
it cannot or will not dry out. 


Neither will Plymouth Tapes pull away 

or leave bare spots. They contain a 

real adhesive capable of withstanding 
all ranges of tempera- 
ture. It is that power to 
adhere for an indefinite 
length of time that dis- 
tinguishes Plymouth from 
tapes that just appear 
to be sticky. 





It's easy to sell Plymouth 
—and Plymouth is mak- 
ing it still easier by help- 
ing you tell the Plymouth 
quality story to your 
contractor friends. Ad- 
vertisements are appear- 
ing monthly in Electrical 
= Contracting. 

. MANUFACTURED BY me 

PLYMOUTH RUBBER C0O.., Ince ry 

wea.. CANTON, MASS. U.S.A. 
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F they are honest about wanting to save money 

for their firms, you have a real story for price buy- 

ers. Show them how the long time-lag on the BUSS 
SUPER-LAG Fuse can save them money. 

Point to the lag-plates on the BUSS link and ex- 
plain that when an overload occurs they conduct heat 
away from the center of the link and keep the fuse 
from blowing too fast. They are not just thickened 
links. They are so designed that they do not increase 
the amperage of the fuse—they only “slow down” its 
blowing time. This gives harmless overloads or 
surges a chance to clear themselves without blowing 


the fuse. 


~MAKE PRICE BUYERS 
PAY YOU A PROFIT 





Because of this “retarded blowing point” BUSS 
SUPER-LAG Fuses will not blow as often as old 
fashioned fuses. Much needless blowing of fuses and 
many costly shutdowns are prevented; machines are 
kept running, men are kept on the job and production 
is kept at peak. 

For real operating efficiency, no buyer can afford 
to “pass up” BUSS SUPER-LAG Fuses. Why not 
tell the fuse buyers you call on about them—it will 
build profitable sales for you and your house. 

When you need him, the BUSS Fuse man in your 
territory is always ready to help you. Put him to 
work. He’ll help you pick up extra sales and money. 





BUSSMANN MANUFACTURING CO. °* + ST. LOUIS, MO. 
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